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Douglas Haskell Joins 
Record Staff 


Keen analysis, succinct statement anid 
stimulating point of view, exhibited 
in Douglas Haskell’s writing, have 
been widely acclaimed by Recorp 
readers, They remember the round- 
up story “Britain's Plans Are Bold” 
(ARCHITECTURAL Recorp, March 
and April, 1943), which brought 
them up to date on the activities and 
programs of our Allied architects, and 
his “Assembly Lines Reach Out for ' ’ 
Markets” (ArcuitecturAL Recorp, | [ER 1943 13,613 Projects 
June, 1943), is recognized as “the ’ rCD $1,218,021,000 
best overall treatment of prefabrica- 
tion that has “appeared in any pub- 
lication.” 

Some fifteen years of writing and | 
research on architecture, housing and 


allied subjects, both here and abroad, F 
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as well as experience as a practical 
designer, give him a unique back- 


ground. 
He has contributed many vital ar- 
ticles to AncutrecturaL Recorp and . . 
other magazines since 1929, and “ ANY PROPHECY of ours as to when to you right now is that these POH How S| 
now brings to the Ricoap his know!- V-Day will come wouldn't be worth war building jobs are in the hands ed” 
edge, understanding and creative a nickel. architects and engineers. om 
ilities = tir 
abilities, But here are some things we know. ¥ the 


This fact is clearly reflected in§, . 
advertising volume of Architectu 
Record, which is the workbook $!be 1: 
architects and engineers. The Recg 

. . . . MS Of fh 
was the only publication in its fq... 
to show an increase during the 0% are .. 


From our analysis of Dodge V-Day 
Reports we know that right now 
there are 9,882 post-war building 
projects in the design stage. 

These projects call for an expendi- 





care of $987,913,000. And this, we half of °43. Moreover the Record ave a 

know, is only part of the future tered the second half of the year™™. 

building market that is taking shape a gain of 57% over July of last y@,."% P 
The Factory of Tomorrow today. and a 44% gain in August. ities VY 
le is estimated thet manufacturing There are other thousands of pro- With ¢ 
plant construction during the first jects in every stage from a sketch on This increase is extremely sigtmesing pr 
— — may — ae . the back of an envelope to the fin- cant when related to the increasf°*s™ 1s 
the 1930-1939 decade. Despite the ished blueprint. . V-Day building projects listed..." 
enemendieus waste taduciel o> But the FACT of most importance Dodge Reports. 


pansion, a need is foreseen for new 







plants to produce consumer goods as ners 

well as wholly new products made i! Comr 

from new materials by new processes. C pata 
grap s 






Consequently in October the Record ; 
will carry a special section on in- 
dustrial plant design, 
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Building Ahead 


“Building Ahead,” a 32-page book- 
let in which we present a graphic 
analysis of today’s and tomerrow’s 
building markets, is now on the press. 
On your request, well gladly reserve 
a copy for you. 
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estinghouse Electric & Mfg. Com- 


uld Postwar Surplus Equipment Be 


This is a subject of great importance 


marketers and on which some im 


This article will 
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tions have to say about it 


lustrial Designer Is No Miracle 
oks Stevens. Here is an interesting 
w an industrial designer works and 
n some of the postwar “promises 
ping into advertising and which 
vative effect on postwar buying 


votional Methods to Attack Ab- 
Labor-Managent 


manpower situation becoming an 
em, the fight against unwarranted 


sM is an opportunity for industrial ad 


» use their skill in combatting it 


show you how one man is doing 


INDUSTRIAL MARKETING'S Sixth 
tition for Editorial Achievement 
lin the next issue together with 
the presentation of the trophies 


dg 


except October, semi-monthly, 
dlications, Inc., at 100 E. Ohio St., 
Telephone Delaware 1337. New 
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rancisco, Russ Bldg.; Los Angeles, 
ngle copies, 20 cents, except 
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December 22, 1936, at the post- 
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This is a good cleor installation pic- 
ture, They give you a close view of 
the Recorder which is excellent. The 
text explains each instrument. All 
in all, a good job. 


Here's one thot is neat, direct, in- 
formative — just about the best in 
the , book. No misunderstonding 
whot they make, and there are 
plenty of details to tell you all 


about it. 


view which immediately 


Here is a good factory installation 
interests 
me. The close view shows the prod- 





You can see 
here, thanks to good clear pict 
Very good. 


uct in greater detail. That seems to 


be oa sure-fire formula for a suc- 


cessful advertisement. 





the whole proce 


ure: 
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ILLINOIS 


POTHEAD PORCELAIN 
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SMALL SUBSIATION O8 MAIN POWER PLANT 





















































































I like this poge because there is no These pictures are fine, particularly Good! It gives interesting informa- (Left) Product — installation — swell! J Epit 
mistaking what's being advertised. the upper one. This is the type of tion about one product. I've heard titeric 
installation in which we are inter- a lot about plastics, of course, but (Right) This company’s advertising = ‘ 
ested. haven't gone into them much. Good aiways good because they show fi Adve : 
information on the product and its installation pictures. I'm interested @ “ 
applications is educational. this one. tien 
® Fo 
the b 
a & oho = Stage ane United 
republ; 
of the 
We this f2, 
Americ 
> es an 
ie backlog 
ture use 
have be 
the acc 
= Sry favor oO 
m —_ Proach 
Copperweld Steel Company 2 
as the end 
: As th 
Under the stimulus of these series We are very much interested in This is very good because | know This is a good way ‘o fect" Cia] pos 
of ads | sent for information. The lighting. | particularly like this cleor immediately from the fine illustra- catalog. The page is simple GContiny 
application pictures they show here photograph and the drawings show- tion just what they ore talking direct, and they make it © Bfica will 
help me to visuclize immediately ing methods of mounting. The read- about. In spite of the fact that we're you to follow up. Very nce greatly 
the possible uses for the equipment ing matter is very much to the point. doing essential work we don't al- oo, 
eround our plonts. ways get what we need, and any- atin A 
thing that saves copper is bound to Feserve 
be of interest. For pur 
Nery. 
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swelll Epiror's Nort Until recently Mr 
Elteric was associated with the ofhce of 
ee the Codr or oO > >ric 
ortising @ OS rdinator of Inter American Af 
fay airs where he was Head Commercial 
sho Advertising Consultant to the Coérdina 
erested 





tor and has now returned to the inter 
national advertising field 







® FOR THE third consecutive year 
the balance of 





trade between the 





United States and the other American 
republic 
of the 


this favorable trade balance, the other 
Americ 






is running heavily in favor 






ther Americas. By reason of 







are accumulating gold and 






dollar exchange which represents a 






backlog of purchasing power for fu- 
ture usc 






At the rate trade balances 










have be running in the past year, 
the accumulated wartime balance in 
‘avor of the other Americas may ap- 
pProach a total of $1,000,000,000 by 
the end of 1943 or early in 1944. 

As thi: improvement in the finan- 





cial Posion of the other Americas 






> featur 

simple “PONtinue. it appears that Latin Amer- 
. €a will eater the postwar period with 
nice. 





engthened buying power. 






ica will have a substantial 






gold and foreign exchange 





‘© of much-needed mach- 






y, t agricultural equipment, 
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Wee? 


Now is time for industrial marketers to prepare for 
securing a place in the postwar Latin-American market 


By HAROLD N. ELTERICH 


airplanes, cars, trucks, chemicals, elec- 
trical equipment and other products of 
North America. 


Even under the restraints of war- 
time economy, exports from this coun- 
try to Latin America represent an im- 
posing figure. Exclusive of Lend- 
Lease, exports in 1941 amounted to 
$1,034,000,000 and in 1942 to $799,- 
000,000. 


sible to give a breakdown of these 


In wartime it is not pos- 


figures, but they include a fair share 
of non-military products that are be- 
ing manufactured in this country to- 


day. However, some of the last 


available figures on exports to the 
twenty Latin-American republics are 
significant: 
1938 1939 1940 
Value (1,000 dollars) 
Metals and manu- 
CROCCUTOS 2... cce .$64,495 90,904 
Machinery and ve- 

DE denteunas 
Agricultural ma- 
chinery and im- 
plements re 
Electrical machinery 


158,735 


21,866 16,154 14,353 


and apparatus.... 31,404 34,060 40,565 
Metal working ma- 

chinery ..... . 2,608 2,183 3,552 
Chemicals and re- 

lated products 28.658 39,246 55.246 
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Dollar Bachlag of Orders Awaits 
arketers in Latin America 


Iron and steel mill 


products “a 40,089 61,629 115,274 
Automobiles, parts 
and accessories. 67,565 69,596 74,701 


Here is evidence of the great po- 
tential market—with ready cash and 
unfilled needs—which now would like 
to buy tools, machinery, chemicals, 
and industrial materials. Yes, the 
Americas to the south have severed 
old colonial ties with Europe. The 
accelerated inter-American 
trade, growth of industry, and self- 
sufficiency in the hemisphere. Many 
Axis firms in the Americas have been 
eliminated from drug, chemical, in- 


war has 


dustrial equipment, and similar fields 

interests formerly 
Brazil, Mexico, Chile, 
Argentina, and Peru have been ex- 


where German 


were powerful. 


panding their manufacturing indus- 
tries and this expansion will continue 
on a rapidly ascending scale with de- 
mands _ for equipment as is 
needed for plants, mining, 
transportation, and basic industries. 
The industrialization of the other 
Americas was accelerated after the 
start of the war in 1939. The realiza- 
tion among the Americas of the need 


such 
power 


for this industrialization was evident 


17 


in the organization of the Inter- 


American Development Commission 
and the national commissions in each 
of the twenty-one American repub- 
lics. The commissions have been sex 
up as channels for codperation be- 
tween government and business tor 
the establishment of industries which 
will contribute to the growth of the 
inter-American trade and raising of 
living standards throughout the hem- 
isphere. The joint Mexican-United 
States Commission for economic co- 
operation, in its recent report, states 
that the commission has considered 
programs for the orderly development 
in Mexico of such basic industries as 
electrical, steel, rubber, cement, chem 
ical, textile, sugar and alcohol, pulp 
and paper. In Brazil we have evidence 
of industrial expansion in official sta- 
tistics, showing 78,000 factories and 
workshops operating at the end of 
1942 compared with 64,000 at the 
end of 1940. 

The industrialization program of 
however, has met 


Harbor. 


industries are 


Latin America, 


heavy obstacles since Pearl 
Our manufacturing 
concentrated upon war work. The 
other Americas can obtain equipment 
and industrial materials in this coun 
try only in so far as the projects rate 
priority as of strategic war necessity 
or for maintenance of industries es 
sential to their economies. United 
States industries which formerly sup- 
plied most of our exports to the other 
Americas have been converted wholly 
or partly to war work. These in- 


clude motors, electrical equipment, 


machines, ind miscellaneous manu- 


facturing industries dependent pri- 


marily upon metals for raw materials. 
Consequently, the volume of exports 
of these manufactured goods to Latin 
greatly. 


Amer ica has been reduc ed 


Some strategic projects, such as the 


great Brazilian steel mill, still rate 


priority on trom the 
United States. 


of such industrial products as auto- 


equipment 

Nevertheless, exports 
mobiles, machinery, and _ electrical 
equipment to day are only a trickle 
compared with pre-war volume. 

Still this is an important point to 
be ir in mind in appraising trade pros 
pects for the future. Because of the 
impossibility or difhculty of obtaining 
many types of industrial goods today, 
a huge backlog of potential demand is 
iccumulating in the other Americas, 
as well as in the United States. This 
deferred demand will come to the sur 


face in the postwar period when our 





REPRESENTACOES 
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A O1SCO OF ESmeRN 





SEPA. 

A. Pot Sanno & Son, lnc. Acti ORenet 8A 
pevtate ve 008 ( tee ee & 
cours ee ee v aucly romut 


Here's how A. P. de Sanno & Son, Inc., Phila- 
delphia, emphasizes its distributor setup in 
Latin America for industrial grinding wheels 


war-expanded industries again will be 
in a position to supply these old mar- 
kets and to take care of new cus- 
tomers. It is just in these lines of 
deferred demand that our major ex- 
pansion of war needs is taking place. 
If we are to find outlets for this war- 
expanded capacity when war demand 
ceases, obviously we must think in 
terms of expanded markets for civilian 
use in our own country and in hemi- 
sphere and overseas markets. Latin 


America, with its great possibilities 


for industrialization and for expan- 
sion of internal markets, surely offers 
one of the most promising prospects 
on the postwar horizon. 

America’s 


Before the war, Latin 


problem usually was one of finding 
dollar exchange for purchase of goods 
in this country rather than to develop 
need for these goods. The purchas- 
ing power of the other Americas for 
many years was sustained in part by 
flotation of loans in this country. 


During the depression years, when 
this source of dollar exchange dried 
up, our exporters lost markets in La- 
tin America in large part because 
these countries could not obtain the 
exchange to pay for the factory goods 
and industrial materials they needed. 

Now the situation is reversed. La- 
tin America as a whole is getting more 
dollar exchange than these countries 
readily can convert into the factory 
goods and industrial materials they 
want to buy here. They cannot get 
the automotive equipment, the steel, 


the chemicals, the farm equipment, 
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the electrical goods and numerous 
other industrial items which normally 
provide the bulk of our exports to 
western hemisphere markets. Their 
ability to purchase these goods in this 








a” 


——), 


country increases as our shipping sit- 
uation improves for improvement in 
shipping enables the United States to 
increase imports of coffee, sugar, co- 





coa, and other non-strategic products, 
along with our growing imports of 
fibres, and similar 
Altogether there 


metals, rubber, 
strategic materials. 
is building one of the greatest back- 


the other 





logs of buying power 


Americas ever have acquired. selecti 
Then there are the prospects of ~ b 
great postwar electrical development 

in Latin-America, particularly in such 
countries as Brazil and Chile, which 
have tremendous hydroelectric poten- ! 
tialities. This future development 
may see a trend toward large base 
plants, supplanting in many local 
ities small ones now independently 


serving restricted territory. Thes 


projects will be hastened by th 


t 


industrialization movement in Latur 
America and by wartime lessons 
the need for fuller utilization of loca 
power resources. 

As for success in exporting to Latin 
America, there is no magic formula 
It is a matter of hard work and a 
intelligent understanding of the mar 
ket requirement. Those who expect 
to make a quick and fat profit fron 
their export business, who are not pre 


pared to stand a year or two of de 





velopment expense, would do well « ® \\ 
stay away from these markets. Ther Tool : 
are some risks of course. One source Plus 
of risk is the failure to realize that Nelso: 
each of the other Americas is an in-f} ™Da3 
dividual country and that operation produ 
must be conducted under the law y May, 
and customs of the individual coun-— * Com 
try. Your future in these markets Fa nt 
then, depends on your approach ©, ev 
them and how you chart you: cours wy 
now. It would be well for an exper" P 
enced executive to start t iveling The 
through these countries to make whic 
thorough on-the-ground survey of th a 
market requirements and potent alities@ “" p 
and personally to establish dealer 4°] yan 
distributor relationships. job 
Much preliminary data anc assis woe 
ance can be obtained by the inv metho 
aon on Bu form 
trial manufacturer from our n 
reau of Foreign and Domestic ache 
merce. While detailed fore trae ag 
statistics are no longer mad public ‘iy 
on the other hand the Commercial ae 
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selection of pages from typical issues of "Thor Scoreboard" shows the effective use of tabloid newspaper format 
iety of heads and makeup are used to give emphasis, pace, timeliness, sparkle, and flexibility to the publication. 
» Ol Bited and stories and pictures of the tools the employes make as use 





| Les Angeles News 
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t. agetuies 


corertes 


on war jobs and at the front are given 


[ae 


nent 
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| Keeping the Employe N 

Latur 

Ou the 

oc HL COMIN 

Latin J 

— How one company set up its plant newspaper operation, 

1c l 

mar- | controls space allocations, and maintains readership 

xpec 

fre 

t pre 

rf de 

all @ WHEN Independent Pneumatic By C. NORMAN KIRCHNER At the outset, the management laid 

The" piss” campaign shecehy before Donald Stet Promotion Manager, Aes ah eae ee 

sourc . ndependent Pneumatic Tool Co., the conduct of the paper: 

» tha Nelson’s historic appeal to labor and Chicago First: Stick to the facts. 

m management to institute a realistic war Second: Get it out on time. 

ation production drive program [see IM, and signalizing the presentation of Since the only objective of the en- 
laws May, “42, p. 13], the inauguration of production awards such as the Army- tire production drive program was to 
coun- * SOmpany house organ was consid- Navy “E” and the Army Ordnance present information about the real 

en ered only one of the means by which Benaar alee were injected as an in- need for greater production, inter- 
bt the vital need for “plus” production tegral part of the production stimu- preted in terms of the workers’ own 
aa could be put before the workers in lating effort. specific jobs and contributions to the 

exper s plants Acting as the reporter of all other war effort, the first injunction—“to 

wvelingg = «Th ules promotion department, events and activities, the plant news- stick to the facts”—was, in reality, 
ike whic! entrusted with the respon- paper has become the cornerstone of applicable to every media employed 
of them Mbility of developing and conducting the production drive program. In the in the program. The stipulation did, 
alitie the | ction drive program, looked short year and a half of its existence, however, guide the editorial staff in 
r andy “pon task as primarily a “‘selling the “Thor Scoreboard” has become, setting up a broad basic policy for 

g job" lucational problem and pro- without question, the most important the publication. 

issist- cede » employ every practical single means of keeping before the em- The second injunction—"to get the 
ndus fg meth r the dissemination of in- ployes the importance of their con- publication out on time”—stemmed 
n Be 7" to reach the workers. These tinuing intensive efforts. In that time, from the very positive belief that 
Com inclu osters, bulletin boards, sug- several things have been learned about most of the value would be lost if 
cradegm ESCH oxes, plant public address maintaining reader interest while still the publication were to be issued on 
publica? idio programs, and _ local focusing attention on matters of an “if, as, and when” basis. The 
| ioe idvertising. Plant and greatest importance affecting the problem that this presented was, of 





es featuring service men 











worker and his war work effort. 


RIAL MARKETING, September, 1943 





course, almost entirely one of timing 
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for an employe plant oomnpenes 
Space for features is carefully 
@ prominent spot in each issue 





























and physical handling. It deter- WHAT DO YOU THINK OF THE voted to government activities (suc! 
: : ‘ , a : , "e002 tl 
mined to some extent the format and as War Bond drives, scrap and salvage 
; , . . oe soni : orvati ; . a 
issue dates of the publication. ene rationing, conservation and so on) ar 
. ; ’ P — --- peared, — sec re ; inc : ar 
The first task of the editorial staff . news stories reporting the inception o 
. wate Be, SSOgee. . > “tivity » > : oO 
was to erect its permanent guide posts ee : progress of the activity as it pertains 
by which to steer the publication in BS to Thor factories and employes. 
matters of policy, editorial content, ese In reporting on production progress, * 
and treatment. Set down here, this for example, no attempt is made to lic 
may seem to be so obvious as not to aS-* harangue the reader with appeals to bo 
) § 
require comment. It is, however, a . eummee eae “Work Harder! Work Faster! Do act 
basic task which often seems to be a Sera eae, we This! Do That!” Instead, the facts of ma 
| be aaa . 2 
neglected or overlooked in many com- Rt entmeng fraey te et production results are reported in 
é’ , — 4 eee . : 
pany publications . udging by the sere? at the tant terms of percentage over or under a the 
pany | judging by = g ; 
way some of them shift with every monthly quota. In the same way, — 
: = sss, ge eter centers of peer Yenity rece the X re 4 q . 
wind from “sob-sister” appeals to ' pictures and articles show the reader g *" 
“table-hammering”’ editorials. wal, Panearat <- b-hhat ole ty mthe-h how the tools which he is making are — °°” 
< Agee atta foe pat aporny being used to build specific war ma- Con 
es . . To a ~ ~ eo, . , 
Policies of Publication g teriél and how they are being used on Ff ™ 
. ' : . 2 . £ : oi issu 
The policies which have guided the the fields of combat. We believe, and 
- eer 99 ae —.. _ — » : rigi 
staff of the “Thor Scoreboard” are production records have borne out this a4 
simply these: A sample of the questionnaire used to de- belief, that the worker’s own common . 
termine the preferences of “Scoreboard” sense will enable him to put two and kno 
1. Every story a news story. readers shortly after the paper was started . less 
= two together and figure out for him- 
2. No editorializing. - om ded ny 
3. Present the facts . . « let the ™ Way mses Wes ae — . taster. new 
ader d } di Probably the most difficult single 
reader draw his own conclusions. 6. Flexibility. The newspaper style ob j ’ ; £ , h 
: — A ee , wa in preparation of copy tor the 
4. Every story to have a definite permits quick variations in number of J : ae mg hy ; Cla: 
. ' tr “ aper is writin eads. e have in- 
tie-up with the employes, their activi- pages, special editions and even “Ex- a Til . , : T 
. de os = . - , sisted that the heads of every article r’ 
ties, or their war effort accomplish- tras” as required to meet the needs f Pia k 
» , . t perfectly no easy task to ac- ere 
ments. of the news. Last minute changes or ae ¢ y s . ‘ 
. Ke - , complish. However, the professional B ™¢n' 
- Keep it crisp. additions are also made easier. ‘pie othe fl ve 
Ceen i » . ‘ . : a earance and crisp style which this e 
6. Keep it timely. In keeping with the format decided . . Ate f 
TI lich ‘oh k practice gives to the paper makes the rom 
nese precepts were the primary upon, a very light weight paper stoc . moh 
— 7 ; Of a Pies ee eee extra effort well worth while. To — ‘mph 
factors in determining the format and was selected to carry out the “feel C. t: -.° ove 
: Fa ues. facilitate writing heads, we have set er 
style of the publication. They seemed and appearance of a newspaper. Pho- , é, 
: / up a style chart of the various types 1. 
to dictate the use of a tabloid news- tographs are used liberally. . : 
ey f " of heads which enables the staffs to se- F even: 
ormat, for these reasons: , 
—— : ns . re News Style Maintained lect and write them more quickly. F tions. 
1. Editorial Technique. Since the Th 
. - . » : - ese 
sole objective of the publication was One thing in the make-up of the Purpose of Features actin 
. l 
to report events, the newspaper style yaper to which all the staff rigidly ad- : 
: 4 — nsgtig 4 Ase el tee To accomplish the prime objective § and . 
seemed best for the purpose. here is in the style of writing and the a , — , h 
> Eeaph Th The styl be “oh of “presenting information about the § conse 
2. Em phasis. » deaese af 3 ' -aptions. e style must be straight ; 
phasis. The degree of impor i ’ E ' y real need for greater production donor 
tance any le : . ‘wspaper reporting. Even stories de- , 
losel ee ee ee ee se interpreted in terms of the workers § nity ¢ 
-losely . > — . c . . 
= controlled in a newspaper by own specified jobs and contributions ilar dr 
eadline or c: ze “e 4 ' - : 2 on 
d ‘ . : a age Sagan allo lus «Thor Scoreboard* —lus to the war effort, certain definite de- = 
at . > | - 
. ‘th —S (ae me the paper and ~ : — partments or teatures were set up 0 and p 
on the e, ‘ 
Timeli YOUR SLOGAN MAY WIN! :2 p2per. Bach of these departments) Th: 
3. Timeliness, The newspaper for- " has as its basic job the accomplish- & prod 
THREE PRIZES OFFERED Fou : ) vou 
mat can be produced and printed in ‘Sen _| neem | mce oms  PURET WAR WORK SLORAR ment of the above objective. Each. J service 
less time than generally required for however, goes about it from 2 differ- 3. p 
a magazine. Thus, it is possible to ent angle. At the same tin these Pon th 
have a deadline closer to issuance date different features also help to accom & 4,4 
and thereby get more news favor into plish other objectives which are a pat shops 
the publication. Events can be cov- of the major one. small ; 
ered and reported before they become and tt 
: ; eported before they become Some of them help to create 8° peop), 
old stuff, , ; os at 
fellowship among the employe featur, 
4. Appearance. The newspaper style Others foster wider acquaint ceship: IF wider 
offers an opportunity to get over sev- Still others work to create feeling “Ooper 
eral “flash” messages quickly. Also, it of pride in accomplishment. here 35 ip 
id - RK 
lends itself well to pictures in the one department designed to roade! NVITH 
tabloid manner. employe’s knowledge of the operation howl: 
5. Editorial Pace. A newspaper of the company and the pa whic ng, pi 
style demands faster, crisper writing ' is _ different departments play in \'s 1¥™] 
ie ine bull he Editors of the “Scoreboard” use a Speed- cere BS 5 
an does a magazine or ulletin Graphic camera and picture sequences tioning. lus Cure 
format. to get a story over quickly and dramatically Pictures are used not only iu = & 
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trate a story, but also to tell a story 
themselves. Frequently, for example, 
a series of photos with brief captions 
ire used to tell the story without use 
of a regular article. 


[he various departments or features 
were set up at the beginning of pub- 
lication of the newspaper. A scrap- 
book is maintained which is divided 
according to the departments and all 
material relating to each subject is 
collected therein. Running records of 
the amount of space devoted to each 
subject are maintained from __ this 
scrapbook. This enables the staff to 
control the allocation of space in ac- 
cordance with the relative importance 
of the material and subject. Each 
issue will not necessarily adhere to a 
rigid formula of space allocations; yet 
the space records permit the staff to 
know which subjects require more or 
less emphasis. Each issue is thus built 
to a broad pattern, tempered by the 


news value of current events. 


Classication of Material 


The following subjects or features 
were set up as guides for the develop- 
ment of each issue. (They are listed 
here in the order of their importance 
trom the standpoint of the amount of 
emphasis and space to be given them 
over a period of time.) 


l. News Storres—Items on shop 
events, production progress, sugges- 
ions, government war activities, etc. 
These include articles covering such 
activities as: War Bond drives; scrap 
and salvage; tire conservation; tool 
conservation; safety and health; blood 
donor drives; service fund; commu- 
mity chest; Red Cross; USO: and sim- 
ilar driv es. 


2. Use or THor Toorts—Stories 
ind pictures of the tools made by 


b Thor 


| Production work and in actual combat 
Service 


vorkers in use on war materiel 


3. PERSONAL IreMs—Brief items 
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bee th activities, accomplishments, 
ind syncracies of people in the 
shops ind offices. Patterned after the 
small n newspaper’s principle that 
peop! ¢ interested in people,” this 
S featur, in ideal means of fostering 
wider iaintanceship and a spirit of 
o0oper 
4+. R EATION AND Sport Ac- 
— \eports of plant and office 
whit gues, golf, baseball, shoot- 
. Ng, p dances, parties, and shows. 
ms § 


~ Your SHop”’—A fea- 
ng the function of the 


NAME NEW SHOP HEADS 


‘Thor Man Killed in London Raid 


° OPEN SECOND THOR AURORA 
PLANT FOR ASSEMBLY WORK 


D Bantams, Wrenches BON = x 
Tied for Lead D DRIVE 


© CHAS. GILBERT ?PO2UCTION— + 
BOMB VICTIM GAs RATIONS— « 
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TWO MATCHES ||| :,cmtheBiectrical Department 
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YULE PARTY Know 
I Hello & Goodbye | Your Shop 
J Inspiration of a Record! 





This style chart guides the “Thor Scoreboard” 


different departments in the company 
designed to provide a deeper under- 
standing of the operations of the com- 
pany as a whole. Also an excellent 
means of developing pride in work by 
pointing out the importance of each 
department and its workers. 

6. PeRsONALITIES—An article fea- 
turing one outstanding personality in 
This should definitely not 
be company executives or department 


each issue. 


managers. You’d be surprised at the 
interesting life stories of many indi- 
viduals in your plant—the oldtimers, 
talented machine operators, widely- 
traveled individuals with a store of 
experiences, accomplished hobbyists, 
and a score of other real personali- 
ties—each good for an_ interesting 
article. 

7. “Wuat Do You Tuinx?”— 
The inquiring reporter asking ques- 
tions on current subjects concerning 
plant events or war events. 
Men—Ex- 


cerpts of letters from former employes 


8. News or SERVICI 
now in the armed services. 

Other features, such as cartoons, 
pictures, sports column, etc., taking 
as their subject one of those listed 
above. As such they are classified 


within such subjects. 


“People” Is Underlying Subject 


Diversified as these subjects may ap- 
pear, they all have one thing in com- 
mon—or should—in the plant news- 
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staff in writing heads to correct unit count 


paper. That one thing is “People.” 
Every story should have injected into 
it the names of company people and 
their activities. This can be done in 
virtually every case by writing the 
story as an interview or by quoting 
pertinent comments of employes. Next 
to seeing their own names in print, 
people like to see the names of their 
friends and acquaintances, 

The personal column is, of course, 
the richest field for this technique. 
With proper control, it is possible to 
see to it that every one in a depart- 
ment gets mentioned in the paper at 
This does not 
mean it is necessary to have a per- 


some time or other. 


sonal column or columns segregated 
into each department. On the con- 
trary we have found such practice 
tends to limit readership of the col- 
umn to that department of which the 
individual reader is a part. We now 
lump our personals together except for 
a geographical separation of the items 
which have to do with people in dif- 
ferent localities. 

Obtaining material for these fea- 
tures is, naturally, the constant prob- 
lem of the house organ editor. Many 
industrial editors rely on volunteers or 
appointees in various departments or 
divisions of the company to act as re- 
The chief disadvantage of 
this method lies, apparently, in the 


porters. 
difficulty of getting people who can 


actually write news stories and stick 
to the proved news story formula of 
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“Who, What, 
and How.” 
Getting Department News 


In the Thor 


too, used plant re- 


early days of the 
Scoreboard” we, 
porters, selecting one person in each 
department and requesting that they 
turn in copy by the deadline each is 
sue. It proved to be impossible to rely 
on these sources for material. As a 
result, we shifted to a method of hav 
ing department clerks act as “legmen” 
to get the news in each department 
only brief notes on 


ind make very 


events. Then, one of the newspaper’s 
staff visits each department clerk (all 
of whom are women) before cach is- 


Suc, gets her notes, goes over them 


with her, gets further information on 
any events that look particularly in- 
teresting, and follows any “hot leads” 
developed from her information. Then 
the reporter contacts key men—super 
intendents, production control super- 
visors, Labor-Management Committee 
members, workers active on plant and 
war activities COMmiuttces, union Ste- 
wards, and others who get around the 
entire plant—for further data on 
events. 

At the same time, the reporter takes 
photographs with a Speed-Graphic 
news camera. 

This method has worked extremely 
well, enabling us to cover all events, 
uncover human interest items, and 
generally keep up with developments. 
After the system is in Operation for 
a time the various department clerks 
and key men come to anticipate the 
visit of the reporter and it has become 
a relatively simple matter to get the 
news. In addition, the reporter—in 
our case an experienced newspaperman 
—develops the proverbial “nose for 
news” and has the opportunity to 
further question or follow a promis 


ing lead. Since he is doing it as a 


part of his job, rather than as a vol 
unteer, he has a definite responsibility 


to get the facts. The method has de 


veloped sO well that now it 1s possible 
to cover the entire plant in yust one 


day for each issue. Only rarely, when 


some particularly important story de 
velops, does this reporter devote more 
than one day each two weeks to actual 
news gathering at the factory 


The reporter, who is ictually 1 


member of the sales promotion de 


partment, brings his material to the 


othce the next day and goes over it 


with the editor who is the issistant 


sales promotion manager The editor 


} 


} 
has full iuthoritv to determine the 
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Where, When, Why, 





Employes of Independent Pneumatic Tool 
Company look forward to receiving "Thor 
Scoreboard” every other Friday after work 


make-up of the paper and its contents. 
He is guided solely by the established 
policies previously outlined here. The 
management executives see the paper 
after it is published, just as do the 
workers. 

These two, who constitute the com- 
plete staff of the “Thor Scoreboard,” 
are the news gatherers, rewrite men, 
head writers, makeup men, photo- 
grapher, cartoonist, editors, and pol- 
icymakers all rolled in together. Yet, 
despite the varied tasks, the produc- 
tion of the paper requires only about 
three full days out of each two weeks 


for both members of the staff. 
Making Up the Paper 


To make the “Scoreboard” as newsy 
as possible, an extremely fast printing 
schedule sets the deadline only two 
days in advance of the day of publica- 
tion. It is published every other Fri- 
day. The events preceding its issuance 
Zo like this: ' 

On Thursday, a week before the is- 
sue day, the editors consult their space 
allocation records and draw up a ten- 
to be in 


tative schedule of material 


Cc luded in the coming issue. On the 
following day and night, news and 
pictures are gathered for all three 
shifts at the factory. News items 


from branch ofhces and a West Coast 


plant arrive by air mail on Monday. 


From this material a dummy is pre- 
pared on Monday afternoon which 
more or less accurately allots spaces 


for various stories and pictures. On 


Tuesday the actual stories and head- 
lines are written, photos marked for 
reproduction, and drawings prepared 
to meet a § p.m. deadline. 


Wednesday 


ire received and an accurate paste-up 


morning, galley proofs 


dummy returned to the printer. 


Thursday morning, page proofs are 


received for final corrections. Thurs- 


day afternoon, the final “paste up” 


INDUSTRIAL MARKETING, Septemb ’, !# 


with silver prints of the photos is in- 
spected at the printers for final okay. 
The “Scoreboard” is printed by offset 
so the “paste-up”” goes to the camera 
and through the various mechanical 


Thursday 


Distribution is made on Friday 


Stages to be run off late 
night. 


between shifts. 
Readership Survey Made 


Some six months after starting the 
paper a questionnaire was included in 
it to ask employes what they thought 
of the “Scoreboard” and what 
liked and didn’t like about it. Out of 
1,600 questionnaires distributed, 159 


they 


or about 10 per cent were returned, 
giving a good cross-section of reader- 
asked the 
the various fea- 
tures and also to state what he 
thought should be added or dropped 


from the paper. (See illustration.) In 


This questionnaire 


ship. 


reader to evaluate 


the tabulation the various departments 
rated like this: 
1. Personal column. 
2. News items. 


Pictures. 


w~ 


“Know Your Shop.” 


4 
§. Thor tools on war jobs. 
6. News of men in service. 
7 


Personality stories of fellow 
workers. 

8. Sports column. 

9. Sports news items. 

10. Inquiring reporter. 

11. Cartoons. 

As a result of this survey the “in 
quiring reporter” column was elim 
inated and a regular column of ‘News 
Flashes from Service Men” started. In 
creased space was allotted to the per 
sonal column. 

One complaint appeared in the ques 


tionnaire with some frequency—tha 
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comparatively little attention was pa 
to the third or night shift. This wa 
immediately remedied by setting ¥ 
the same news gathering procedure # 
for the other shifts (which had pr 
viously been neglected) and _ having 
the reporter cover the night shift # 
completely as the others. 

Another result of the stud) 
use of shorter news items 
of them, and the use of still 
tures. 


This 


together with close contro 


analysis of reader 


and subject matter, now < 
staft to keep pretty closel\ 


beam” in producing an |! 


, 


pertinent, and looked-for | 


At the same time, we have 


(Continued on Page 








detail ( 


tors are 


Paring 
them, 


flexibil; 





p ped 
In 


nents 


Fellow 


e “in 

elim 
‘News 
ed. In 


re pel 


¢ ques 


—tha 


By FRANCIS JURASCHEK 


@ IT IS NOT STRANGE that men 
ind women who have been trained in 
the techniques of market research 
hould today be doing a large share of 
the pick-and-shovel work of postwar 
may be that their 


Nanning. It true 


mes are never mentioned in the 
ews accounts when men of. national 
mportance speak on the subject at 


issociation banquets, or W hen publica- 


tions of impressive import print the 
tormulas of distinguished economists. 
We know that back of the spoken 
nd pointed words lie untold thou- 
ands of statistical calculations, tons 
t trends and correlations, and oceans 


+ 


investigations, analyses, and inter- 
pretations made by the supporting re- 


Or ker. 


Perhaps it might be well to reveal a 


search \ 





as paic 


his was 


ing U 


dure % 


id pre 
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letail or two of what these investiga 
tors are doing and how they are pre- 


paring data for those who use 


them. will be an exposition of the 
fle | 
Blexibili under special circumstances, 
primarily designed to cope 


, 
With or iry business conditions, and 


Which, the application of logic, 
athen and common sense, 
uild 1 foundation of factual 
ata a cture of future possibilities 
ehat thy of the most serious 
nside 
It is inly fitting to begin with 
ome f the philosophy which 
ern iverage market research 
orker and above the need of 
A ear ’ living by carrying out 
me co 


| : is of a specific employer. 
im rh. : ! 
—— F. Kettering of 


s 


Gen 


Manager Commercial Research, Carnegie-lllinois Steel Corporation, Pittsburgh 


eral Motors expressed it eloquently in 
the course of an article in MacLean’s 
back in 1941 


“Man can 


in these words: 
make everything he 


needs; but progress demands that his 


wants must be stimulated, for the 
world moves more by striving to 
satisfy wants than by filling actual 
needs. . . . We need a new idea of 


what constitutes well-being. I per- 


sonally want to get a glimpse of what 
we are going to consider a state of 


well-being next year, five, ten, and 


twenty years from now. Believing in 
the philosophy that the true function 
of man is to make straight the way 
nature makes jagged and uneven, | 
more of an idea of the 


want to get 


direction in which progress is trend- 


ing. There are infinite possibilities 


before us in every realm, if we can 
only learn the essential steps necessary 


to realize them.” 


The Researcher's Philosophy 


That is the kind of thinking I be- 


lieve lies back of the real interest 


every market research worker has in 


his job. It is the philosophy which 
buoys him up through tedious days 
of humdrum effort; the vision which 
inspires him to plod through acres of 
figures and reams of reports, in the 


hope that ultimately some true 


glimpse may be vouchsafed of the 
direction in which the road is trend- 
ing. If it were not for such a philos- 
ophy, research work would surely be 
devoid of glamor—a mere job of un- 


meaning mental labor. 
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Objectives for Market Research in 


What market researchers are doing and how they are 


preparing data for use in formulating postwar plans 


To _ this 


should be added one other quotation 


philosophic expression 


to give point to the specific problems 
Eric B. 
president of the U. S. 


of today. This comes from 
Johnston, 
Chamber of Commerce, in a speech at 
Baltimore last year: 

“Ours may be the tragic privilege 
of living in the greatest military crisis 
since Napoleon; the greatest economic 
crisis since Adam Smith; the greatest 
since the fall of the 


social crisis 


Roman Empire. But if ours is the 
tragic privilege, it is also the magnifi- 
cent opportunity—the opportunity to 
mold and form and direct this society 
to lead it to greater happiness, to 
greater enjoyment of life, to perma- 
nent peace. ... / After the war we will 
have the largest plant capacity in 
history; we will have a larger source 
of raw materials, both natural and 
synthetic, than we have ever had; we 
will have the largest number of skilled 
mechanics and technicians ever avail- 
able to any nation; we will have the 
accumulated de- 


largest backlog of 


mands for all sorts of commodities; 
and the people will have accumulated 
to satisfy this 


What 


savings with which 
backlog of deferred demands. 
are we going to do about it?” 

What to do about these things is 
something which must be developed 
by wise statesmanship, sound financial 
judgment and intelligent business or 
ganization — assisted by fundamental 
factors of 


market research. For the 


the problem must be weighed and 


measured in terms of demand tor 
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goods and services coupled with ability 


to buy—which is the basis of all mar- 


ket research work. To utilize plant 
capacity effectively, to turn raw ma 
terials into saleable commodities, to 


keep men at work—these things hinge 


on the accurate measuring of demand; 


not as of one or two years after the 


war, not merely until the accumulated 


savings have been spent, but perma 
nently 
Three Basic Factors 

As ha been said elsewher three 
basic factors must be balanced onc 
igainst another when peace comes: 


full employment, purchasing power, 


ind demand for goods and services. 


These three factors go unceasingly 


round a never-ending circle. De 


mand will continue if purchasing 
power is held up; purchasing power 
will hold up if full employment 


full employment can 


is eftected;: 
be effected only if demand continues. 


Full 


capacity effectively, turning raw ma 


employment will utilize plant 
terials into saleable commodities, and 
the wages paid for full employment 
will release purchasing power to stim 
self 


economics. 


ulate demand. These are the 


evident truths of modern 

But what is full employment? How 
much purchasing power is required to 
maintain full What 


volume of demand will bring the full 


employment? 


employment that will release the pur 


chasing power that will cause the 
demand? 
Here is the major job tor market 


research workers to tackle today—for 
no matter where you start traveling 


iround this economic circle, you must 


inevitably pause at demand. This is 
the factor the business man must 
know most definitely. On this factor 


he will gauge his ability to assume his 
proper share of full employment, for 
he can not be expected to employ 
workers to produce goods which he 
will not be able to sell. Measure his 
demand for him and he will employ 
men to produce, paying them wages 
which will release purchasing power 


to satisfy demand all along the line. 


Points For Consideration 


In measuring that demand for post 
war periods a great deal of considera 


tion must be given to what the war 


itself is doing today to change many 


conditions on wW hich 


of the prewar 


estimates were based. The extent to 


which production has been geared up 
to meet the extraordinary requirements 
program has dras- 


of an emergency 
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This page of the Nation Twist Drill and Tool 
Company, Detroit, ties in with the cutting 
tool conservation campaign being conducted 
by the National Industrial Advertisers 
Association in codperation with the WPB 


tically altered all our old ideas of vol- 
ume. We 


creased our physical plant capacities, 


have so considerably in- 


our technical knowledge of the most 
effective use of equipment and meth- 
ods, and our skilled labor forces that 
when the war is over we shall easily 
be able to produce fifty per cent more 
civilian goods than at any time in the 
This 


lowance for the fact that at the same 


past. estimate makes due al- 
time we shall undoubtedly be main- 
taining a regular army and navy of 
about two million men for police pur- 
poses, and that we shall continue to 
make for these armed forces the neces- 
sary guns, bombs, ammunition, cloth- 
ing, and other necessary supplies to 
permit them to do their job adequately 
outfitted. This in itself will be no 
mean market to satisfy. 

it will mean, then, 


Consider what 


to possess a productive capacity so 
much greater than anything we have 
known, coupled with the most deter- 
mined efforts to full 


ployment to the utmost possible de- 


maintain em- 


gree. Two factors—competition and 


increased technical knowledge—will 
tend to bring about lower prices for 
manufactured goods. Other factors 
will tend to maintain wage levels. Put- 
ting all these factors together and as- 
suming, as we must, full employment, 
the obvious result is high purchasing 
workers. 


will 


power in the hands of the 


In other words, mass markets 


expand tremendously. By inference, 


markets which in previous years de- 
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pended on profits from speculation 1 
securities, and income from dividends 
and interest, will become corresponc 
ingly less. 

If this thought is sound, we may 
look to see demand grow in the fields 
of low and medium priced housing 
and home furnishings, transportation, 
wearing apparel, and devices for 
amusement, with an increased call for 
packaged foodstuffs to keep pace with 
a broad raising of the mass standard 
of living. Correspondingly, the mar- 
kets for 
country estates, sixteen-cylinder mo- 


“class’”” commodities such as 


tor cars, private yachts, and diamond 


necklaces will decrease. The war has 


but accelerated a natural trend 


in this direction, until it seems evi 


dent that the manufacturer who, to- 
morrow, concentrates his major effort 
will build his 


business on soundest grounds. 


on the mass markets 


Influences On Design 


Consider further that 
so developed our knowledge of tech 
nological methods and processes that 
many “standard” commodities of pre 
war days will be considered crude 


the war ha 


the extreme a few years after the wat 
It is only necessary to look at the radio 
receiving sets of 1942 and consider 
what the influence of radar develop- 
ments may be on the sets of 1950; 
to look at the mechanical refrigerato 
of today and consider what the influ 
ence of dehydration development 
may be on the new devices; to look 
at the kitchen stoves we now have 
and consider what the pressure cook 
ing principle may do to them tomor 
row; to look at our present automo 
biles and consider what areodynam« 
design and aviation fuel may bring 


West 
lustr; 


my. 





about in less than a decade; to loos 
at our hopelessly old-fashioned home 
heating systems and _house-building 
methods, our dated furniture and ov 
make-shift wearing apparel, in te 
light of the new processes and syn 





thetics just emerging from the lab 
tre mendou 
ot the 


ratories, to envision 
changes in the mass markets 
Nowhere in ™ 
op ’ 


few 
world of business are the 
mark's 


next years. 
whole 
portunities so great as for th 
research man who is smar' 


to take these things into ac« 


day in order to gauge the comm 
markets of tomorrow. 
. » new 
Consider that the war is g g ne 
matt§ 


impetus to our knowledge 
rials. Perhaps it was just as 


our supplies of rubber anc 
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cts m 
the Wor 


ore 


enous" Short ; 
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iny other materials were cut off, 


nds else we might have remained content 
nc with what we could get. Under 

emergency conditions we have been 
na\ forced to develop a thousand substi- 
elds — tutes, and in developing many of them 
sing | have found better materials than the 
ion, original. What the total influence of 
for | these substitutes will be eventually, 
for § no man knows; but the very effort 
with — of finding them has already produced 


jard — scores and hundreds of new products 
nar- — we might never have had without the 
h as — emergency to stimulate our inventive 
mo- — genius. Where will these new prod- 
sond — ucts find their markets, and how dif- 
has & ferent will these markets be? That’s 
rend — 2 job for market research also. 


evi Consider also the geographic aspects 
, to & of all these questions. A recent study 
‘flort § of shifts in population shows that the 
1 his § war production effort has made some 
drastic changes in many centers of 
population. The South and the Far 
West have gained materially, while 





ha many Middle West cities have scored 
tech heavy-gains. Will these changes per- 
that sist after the war? 

, 
he Two things seem reasonably certain: 
ide | new agricultural outlook, plus in- 
ab creased industrialization, will rehabil- 
nsider g the South rapidly, and the Far 
velop West will become increasingly an in- 
1950: dustrial factor in our national econ- 
erato _" No longer can these sections 
‘influ be considered hinterlands in the pic- 
nti ture of national markets. They will 
» tet contin to gain in purchasing power, 
have both for consumer and producer prod- 
pe cts. \nd the manufacturer whose 
romor fants are today only in the indus- 
pou r . Northeast may well consider seri- 
ynamic cial the growing advantage of 
bring ranch plants in these two formerly 
a ee uted market areas. Other- 
home vise he may find freight rates and 
uilding mpet nm two mighty factors in the 
nd ov trict of his normal outlets. 
i Export Opportunities 
d sy 
. labs Co finally the whole broad 
yendov uestio f export markets. For a 
of th while af the war, American prod- 
in U*Ructs m 





.: in great demand all over 
> OP Beth ' ; 

he : Ae Wo until Europe rebuilds once 

mars more ‘ 4 

ma ore Var-torn tactories. For a 


our hort tiy “ 
en ‘ possibly three to five years, 


int tO iiwe 

unt . i sha able to Zo anywhere and 

commas an g on favorable terms, 
vithin 


tever framework of ex- 
ng may then be available. 
» and how we handle our- 


v ne* ort fh 
mate# hat 
i tha ib elves i! 


time will mean a great 
and Beal lat 


emt a 
n Ve can cultivate friends 
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your products? 
194X desires? 
now available? 


markets? 


market-wise? 
profitable? 


markets? 


Check-List for Postwar Market Research 


1. What is the war doing to change prewar market estimates for 
2. What are you doing to redesign your 1940 models to meet 
3. Are you taking advantage of the new materials and processes 
4. Will recent population shifts affect the locations of your postwar 


5. Where do exports fit into your postwar market picture? 
6. What are your competitors planning to do, product-wise and 


7. Can your distribution methods be simplified and made more 


8. Can your products be adapted to meet the needs of additional 











by fair dealing or we can alienate cus- 


tomers by sharp practices. If we 


really want to hold export markets 
we must cultivate them just as as- 
siduously as we cultivate domestic 
markets. We must study them and 
learn how to do business in them as 
Europe has done. And again this is 
a job for market research, for if the 
effort at cultivation is to be on a 
long-time profit basis, it cannot be 
hit or miss. It must be developed on 
a sound, measured basis; exactly as 
domestic markets are evaluated. 
Measurements are the tools of the 
market research trade. In theory the 
job is simple. Just as one measures 
piece goods with a yardstick, property 
with a steel tape, a turned shaft with 
a micrometer, time with a clock, and 
temperature with a thermometer, so 
does a market research man measure 
markets, quantitatively and qualita- 
tively, with measuring devices. Only, 
the devices he has used in the past, 
of population, of income, of trends, 
of production indexes, and of correla- 
tions, are apt to be somewhat untrust- 
worthy now and tomorrow. He must 
test the continued validity of his old- 
time measuring sticks and where he 
finds them obsolete, he must devise 
new ones, more fit for tomorrow’s 
use. Broad industrial production in- 
dexes and cost-of-living indexes are 
today very unbalanced because of 
emergency conditions. Plant capacity 
figures have been thrown out of 
gear by new improvements in tech- 
nological methods. National income 
paid out has not the same value as 
formerly because of the broadened in- 
come tax basis. Many strictly finan- 
cial indexes have little value today 
because the purchasing power of the 
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dollar fluctuates too rapidly for valid 


comparisons. 
New Measuring Sticks 


The newer measuring sticks will 
probably be fairly simple ones, at 
least in the mass consumer markets. 
They will of course be more complex 
in the secondary producer markets de- 
pendent upon the primary consumer 
markets, but even there I venture to 
say they will not deal so much with 
abstract mathematic-economic _ the- 
ories as with practical comparisons of 
observable lack with demonstrable 
purchasing power. To me these seem 
to be the fundamental concepts; (1) 
to measure the scope of the need for 
goods or services, and (2) to meas- 
ure the ability to pay for them. Every- 
thing else is embroidery. 

In practice, the application of this 
theoretical concept will, admittedly, 
not be easy. Many new and improved 
measuring sticks may be found neces- 
sary. And fhis is probably the most 
important job for the market research- 
er. To accomplish it adequately he 
must understand thoroughly all the 
implications of the new economy— 
that full employment only will create 
the purchasing power to stimulate the 
demand that will enable full employ- 
ment to create the purchasing power 
and so forth, on and on around the 
never-ending circle. For it is now 
becoming accepted as a self-evident 
truth, that any serious degree of un- 
employment inevitably breaks the 
magic combination and starts a de- 
scending spiral which accelerates with 
ever increasing force. This is the key- 
note of all really purposeful postwar 


(Continued on Page 120) 
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By R. E. MacDONALD 


Advertising Director, The Dumore Company, Racine, Wis. 


umonrel 'Dutch Yncle Aduertising 
le Dishributors 


Company takes bold step to correct practices which 
threatened industry and point way to better service 


@ A YEAR AGO, Dumore advertis 
took 


out to do a 


ing the bit in its teeth and set 


job that needed to be 


done, but previously had been con 


sidered outside the province of adver- 
tising as such. It told industrial 
distributors through the me 


Mill 


just where they were falling 


supply 


dium of their own trade 


Su p plies, 


down on the job, and just what they 


paper, 


have to do to redeem them 


The 


tion were couched in terms as diplo 


Ww ould 


selves indictment ind the solu- 


matic as possible under the circum 
stances, but throughout the campaign 
the messaves maintained a tone of 
firm and uncompromising candor and 
honesty. It was a straight-from-the 
shoulder, man-to-man talk between a 


manufacturer ind his sales outlets 
It was a healthful purge of prejudice 
and it has, 


ind misunderstanding, 


pardon our sigh of relief, worked out 
beautifully 

There’s no disguising the fact that 
we went into the campaign with our 
We felt, 


middle-of 


fingers crossed justifiably, 


that here was no the-road 


would or could be 


We 


extreme 


4 impaign which 


met with indifterence. were ask 


reactions 
W ec were 


were 


ing tor one of two 


“ hich we could not escape. 
ind if we 


either right or wrong, 


wrong, we were out on a limb with 


1 vengeance. 
Bob 


in char ve of 


Hamilton, Dumore vice-presi 


dent sales, keynoted the 
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WwW hen 


broke 


he said in an advertising conference: 


campaign just before it 


“Consider the fate of distribution in 


England. After being the subject of 


criticism for many months, and ig- 


noring that criticism, the English 


distributor has been eliminated from 


their economic system.” (Since then 
the English distributor has been re 
instated but he has a long way to go 
former stature 


before regaining his 


ind independence. ) 
“Let’s not fool ourselves into think- 


the same 


not 
We're in the criticism stage 


ing we're moving in 
direction. 
now and up to date no one has done 
anything about it. Customers, manu- 


facturers, and members of important 
are challenging 
the distributor’s right to exist. We 


against 


RZOV ernment agencies 


have no personal criticism 
distributors as far as sales go—they 
are selling all we can produce now. 
But our sales future is in their hands. 
If they 20 down we'll find it hard to 
sales 


replace them as an economical 


outlet. We, 
buying and selling through distribu- 
the 


and all manufacturers 
stake as 
Let’s 
Let’s bring 
the 


tors have as much at 


distributors themselves. meet 


his c hallenge head-on. 


this smouldering fire out into 


open and beat it out. 

“Much of the criticism against the 
distributor is unjustified, but there’s 
no denying that some of it hits the 


nail on the head—particularly in the 
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case of a wayward few whose actions 


reflect on the industrial distributior 


system as a whole. Let’s use our ad 


vertising, which because of wartime 


conditions is now free to do new and 


varied jobs for us, to clean up this 
situation. I am positive that if the 
distributor knows where he stands 


and what danger he is in—he’ll soon 
see that some changes are made.” 
With the courage instilled by that 


shot in the arm, and the realizatior 
that Dumore had too much invested 
in its distributors not to fight tor 
their future, we began to lay ow 


plans for a climb out on that limb 
Uses Trade Paper 
We 


public but not publicized. 


to be 


Ww anted our campaign 


Therefore 


we selected a single magazine, Mé 


C 


au 


f rr 


vo 


for 


att 
firs 
to 


wit 


Say! 
the 
they 
selli 
We 
the ) 
beca 
thei: 
criti 
tyin 
unv: 
own 


want 


Gets 
W 
itten 
DV Ol 
Ou 


othce 
disc us 


calls 


hey ( 
Ortar 


vere 


read | 
vood. 
d€Caus 


trom 








ing 


truct) 


eal d 


"a 
* Or 


om 


! Strib; 


ur ef} 





Supplies, to carry our messages This 
publication is one which is read faith 
fully by everyone interested in indus 
trial distribution, and yet does not § 
far enough beyond that field to allow 
individuals unfamiliar with prob 
lem under discussion to misconstrus 
our statements and turn them agains 


us. 

We wanted our Campaig! to & : 
attention. Therefore, we | ught 
special position in Mill Su| s, on 


page facing the third cover 1 ord 
narily bearing an editorial. cap 
talize upon this traditior nd ¢ j 
differentiate our message n oe 
ordinary commercial adver semene 


if 


Ca 


: 
ot x 


Her 
rly 1 


Vhethe 





tion 
yu TION 
ir ad 
irtime 


v and 


retore 
Mil 
Th 
: faith 


indus 


we cast it in the format of an edi- 
torial—headline, type, and a modest 
signature. The signature, looking as 
dissimilar to a logotype as possible, 
was appended to give our ideas the 
authority they would have in coming 
from a manufacturer who had thirty 
years of experience in the field, or if 
you will—to accept full responsibility 
for the “opinions expressed.” 

As a further means of gaining the 
attention of our audience, we used the 
first three insertions of our campaign 
to present a bold, blunt indictment, 
with no punches pulled. In a word, 
we told them what their critics were 
saying, admitted we knew it was not 
the whole truth, but declared that if 
they were to survive, they had a big 
selling job to do and had to do it fast. 
We admitted we were as worried as 
they should be about the situation 
because our future was tied to theirs; 
their critics were indirectly our 
critics. Aside from this concession in 
tying ourselves to them, we let the 
unvarnished indictment stand on its 
wn merits. It was serious and we 


vanted them to take it seriously. 


Gets Immediate Reaction 


We worked to arouse immediate 
ittention, and we were overw helmed 
by our success in that effort. 

Our salesmen wrote to the home 
ofhce that their distributors began to 
discuss the campaign with them on 
calls even before they asked when 
they could expect delivery on an im- 
portant order, and that all distributors 
vere asking one another: “Did you 
read Dumore’s ad?” That much was 
good, but we were still apprehensive 
because we had deliberately refrained 
trom .elling our whole story—from 


roll . 
cling them they might expect con 





not ‘4 
O allow 
prod 


onstrt 


emen! 


tructi help from us. There was 
cal danger that our message might 
*€ construed as a direct indictment 
‘rom us and thereby alienate valuable 
lstributor sales outlets, in spite of 
ur efforts to admit we are on the 
pot x them. 

Here e a few excerpts from the 
arly a You can judge for yourself 
vheth« had cause to be concerned 
it we ha’ called our shot right. 
rrom ‘re No Gyp!”: 

= iping at you. Men in pivot 

Ac vernment planning agencies 
eress are questioning your 


yes, and so are some 

lustry who can't help but 

they see a tew customers 

lines get all the attentior 

t of other customers and 

hat were important he fore 
, 


Will De again 








Pa Gave a Distributor 
Our Grocery Money 


C/ JACK when my brother Jim and I 
JS) were kids, Dumore was little more 
than a dream...at most a couple of 
machine tools, a roll-top desk and a desire 
to build a good product. In those days of 
buttoned shoes and stiff cadies. Dad 
would help build the tools, pack a Boston 
bag and hit the road to sell them. He'd 
demonstrate, write up the orders and head 
for the nearest distributor to let the sale 
clear through him. Frankly, there were 
times when Mom could have used those 
distributor commissions for groceries... but 
Dad realized then, as we know now, that 
our industrial future depended on selling 
through mill supply houses. 


Dad has never compromised with the 
standards he set up then...to build the best 
precision products, to run a square-shoot- 
ing business, so that no man could ever say 
that Dumore pulled a fast one... and fin- 
ally, to work with, through and for distri- 





— and as your friends we have recently 
taken the liberty of telling you that some dis- 
tributors are on the wrong track, and by be- 
ing there are bringing down the censure of 
unfriendly critics on the heads of all...some 
just...much unjust...all dangerous. 

We felt we had to bring the case out 
into the open to find a solution. We've 
done so because of our interest in vour fu- 
ture...and in our own. We've taken a 
chance on being frank because we thought 
it was worth it. We hope on a similar occa- 
sion youll be friendly enough to bes as 
frank with us if you see the need. 

In the face of criticism it’s no good to 
say, “All that is true. but let’s not talk about 
it!” Most of you have agreed with us on that. 

In messages to follow we shall offer 
some constructive suggestions which will 
help you as a mill supply distributor to do 
your job today, to take advantage of your 
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rich opportunities in spite of the difficulties 
butors. Distributors always have been an we all know you're facing. We've broken 
important part of the Dumore family, not the ice on this program and now we hope 
outsiders to be thought of only in terms you will join us. You all have ideas ... let's 
of dollars and cents. pool them for our mutual good. There will 


Thus we have lived. worked and shared be a first rate opportunity to meet, hash out 


with many of you distributors for over our problems, and crystallize our thoughts 


thirty years. We consider you our friends in Cincinnati. We're looking forward to it. 





THE DUMORE COMPANY ;: Builders of Precision Grinders and Tools 


RACINE, WISCONSIN 


After three pieces of copy had talked “cold turkey’ to distributors about some of their 
faults, this page appeared just before the Triple Mill Supply convention in Cincinnati sug- 
gesting friendly discussion of the matter in person and promising a continuance of the 


campaign with constructive suggestions to help distributors render a more effective service 


From “Missing! . . . For Lack ot customer good will that it has taken 

ee i years to build. Too many depend on 
Action”: 

lucrative over-the-transom orders that 

These five words will be the epitaph come easy now, without any thought 


of too many mill supply distributors 
when today’s long and easy profits give 
way to the hard competitive conditions 
of postwar business. Economic casualty 
lists will be studded with houses who 
shirked their jobs whose sales and 
service efforts were confined to a long 
distance phone call and an occasional 
telegram 


of the day when the present emergency 
is ended 


Mistrusting the validity of any 
grapevine report which we might re- 
ceive as to the reaction of our dis- 
tributors to this campaign, we ad- 


dressed reprints of the ads to each 


From “Come Out, Come Out, Wher- of our distributors with an imprinted 


ever You Are”: note from Bob Hamilton, whom they 
Too many mill supply distributors are 
playing hard to get these days. The 
perpetual game of hide-and-seek to get 
sales service is seriously undermining You will see this in January Mill Sup 


knew and respected. The notes were 


in this vein: 
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pl § It t the nati 1 the head, d n't 
' aures 

Hers s the secot d in the series and I'd 
like to hear what you think of the point 


! 
we re trying to make! 


That was asking for it with a ven- 


geance and we were answered with 


a flood of mail. The bulging folder 


told us 
No one 


to the campaign! 


of letters from distributors 
our expectations were right. 
was indifferent 


However, we had three types of an 


swers instead of two as we had ex 
pected Yes,” “No” and “Sh! Let’s 
not talk about it!” 
Analysis of Survey 

Of the total, only 11.5 per cent 
opposed our stand, saying in effect 


that the 1uthor ot these advertise 


ments had a very limited conception 


of the distributor’s activities and 
problems in this emergency. 
Another 11.5 per cent agreed that 
ill we charged was true but said in 
effect: “It’s a very unpleasant truth— 


talk This, of 


course, Was the attitude W hich largely 


so let’s not about it.” 
prevailed before the beginning of our 
campaign, the attitude in which we 
felt there was danger, the attitude 
we set out to change. 

It may not be out of place to say 
that subsequent ads in the campaign, 


shall 


rounded out our story and these, to- 


which we discuss presently, 
gether with personal missionary work 
field 


this 


in the and at distributor con 


ferences year, have scaled down 


the percentage of these two groups 
sharply. 
A final 


total, allayed our previous apprehen- 


group, 77 per cent of the 


sions entirely with their thoughtful 


and enthusiastic acceptance ot our 


campaign. The quotations given here 


are typical: 


| want t congratulate you oO! some 
, , ' 
ery straight talk which I think is right 
to the point and appropriate 
} 1] 1 
You essave 1 ip] reciated ny 1 mitt 
pply listribut 
The ( that ca ar done it this 
+} hy tt 


More than 12 per cent of those who 
replied to oul mailings asked for re 
prints of the series of ads to distribute 


to individuals in their own organiza 


tions 

It is perhaps a telling commentary 
on the prey rlent attitude, that in our 
folder ot correspondence on this cam 


paign are a number of letters from 


manutacturers commending Dumore 


that 


tor doing in unpleasant job 


needed to be done, and by which all 


would _ benefit One manufacturer 
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even admitted hesitantly that he had 
wanted to do something of the sort 
but had no been able to bring himself 
to take the chance. 

Incidentally, we had decided in ad- 
that a greater proportion of 
would 


vance 
those who disagreed with us 
take pen in hand to give us their view- 
points than would those who agreed 
with us. That is human nature, and 
we were prepared for a slight distor- 
tion of the facts on the basis of the 
returns from our mailing. However, 
the cold figures actually show such a 
heavy preponderance of support that 
we can justify our crusade even with- 


out recourse to this valid qualification. 


Second Phase of Campaign 


At this were obviously 


over the hump in our program and 


point we 


since then it has been smooth sailing. 
We had established 
which would be receptive to further 


an alert audience 
suggestions on the problem from us. 
An overwhelming majority of this 
audience was staunchly in support of 
us from the beginning. The rest were 
interested enough, if only by reason 
of their disagreement, to pay attention 
to the constructive suggestions which 
followed. 

We concerned ourselves in the “re- 
construction” ads which made up the 
remainder of editorial 
with two main factors of distributor 


our program 
service. One was the sales responsibility 
distributor owed to _ his 
We could draw 


our own experience to present 


which the 
from 
this 


manufacturer. 


“You're No Gyp!” 


THE BUMORE COMPANY 


This opening ad in the Dumore campaign to 
distributors to try to correct certain prac- 
tices which were bringing criticism to the 


industry shows the editorial format used 


case to the distributor. The second 
and perhaps of greater ultimate im 
portance, was the service responsibility 
which the distributor owed to his cus 
Much of this story wa 
too, but 
rely upon our own judgment, we in 


tomers. 
familiar to us, rather tha: 
stituted a field survey to gather cus 
tomer attitudes and expectancies on 
More this in a 


the subject. about 
moment. 

While the survey was in action, we 
proceeded in a series of six messages to 
describe the wise distributor from the 
manufacturer’s point of view as one 
who “knows his own market,” “knows 
“knows his own cus- 


his own line,” 


tomers,” “still rings doorbells,” and 
“knows the strategy of specialization ” 
Those were some of the headlines, but 
the meat of the campaign was this— 
the greatest internal danger confront- 
ing the distributor, and through him 
the manufacturer, was the fact that 
distributor salesmen had gotten out of 
the selling habit. Sales had come easily, 
and their had 


behind a desk doing paper work. There 


greatest activity been 
is no easier way to spoil a salesman 


than desk 


initely and let him enjoy a good in- 


to chain him to a indet - 
come without having to fight for it 
against That 
is precisely what had happened in this 


aggressive competition. 


field and we had an unpleasant fore- 
boding that a sudden cessation of the 
tooling-up period would throw these 
men into a market glutted with their 
own sales—leaving them like babes in 
the woods with the toughened, ag 
gressive, sales-getting-habit lost some- 












place back in the softening months of 


prosperity-without-effort. 


Program for Salesmen 


The solution we offered to this was 
that distributor sales organizations re- 
vert field work as 
closely allied to fundamental 
Even if they could not 


immediately to 
elling 
as_ possible 
do actual sales work, they could make 
a desirable psychological step back 
the sales attitude with the daily route 


of calls and the daily call report 
turned into the sales manager. Sales- 
men could be field service men; could 
maintain regular contacts wi! thei 
customers, building personal end- 
ships with every man in every orga" 
ization who is a_ buying inf uence 
They could study their tory 
microscopically—something they hav’ 
never before had time for they 
will be experts in their loca rke 
area. They could study t! wn 
lines and become specialists au 
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Dumore campaign in 


thorities on specific tools, so they will 
be equipped to do an irresistible selling 
job after the And they could 
relay the information they gather on 


war. 


their markets, their customers, and 
lines back to their manufacturers so 
the manufacturer in turn will be able 
to do a better marketing, promotional, 
and manufacturing job for the distrib- 
utor tomorrow. No single activity 
mentioned above is more important 
than the fact that they would be re- 
the old attitude” 


which is the important fact when the 


capturing “sales 
chips ire down. 
All that 


progra 


sounds like an ambitious 


to try to sell and put into 


peration, but by devoting one inser- 
tion to each field activity we have 
made our campaign effective. We have 
iso crystallized a lot of incoherent 
thoug] and fears which had been 
‘ubconsciously bothering the distribu- 
tors themselves. They have recognized 
our id as a crystallization of their 
wn t ghts and have proceeded to 
ct uy them—to our mutual bene- 
it. W re certain the story we tell 
On be of the customers will re- 
tive nilar reception. 

Unf nately the complete returns 
‘rom urvey of customer opinion 
m dis tor service have not come 
» an course the messages on this 
subjec not vet appeared, so our 
INDUS 


















story is in this respect incomplete, 


but we can outline our plan of action. 
Gets Customers’ Viewpoints 


Our survey set 
how the 


helpful and valuable to his customer 


out to determine 


distributor could be most 
(and ours) in three logical spheres of 
activity. First—what he could do to- 
day to meet his customers’ present 
needs; secondly—what he could do 
today to help his customer prepare for 
the postwar era; and thirdly—what he 
could be ready to do tomorrow to 
meet the needs the customer antici- 
pates having when the war is won. 
These general classifications sound in- 
tangible, but as they are outlined in 
the survey, they are quite the opposite. 
Like all effective surveys, ours is ob- 


and factual. The 
which are being gathered will be sub- 


jective opinions 
stantiated by facts, and when the re- 
turns are in, the distributor will have 
a yardstick prepared by the people 
on whom his economic future depends 
to measure his own activities against 
those of his competitors and against 
those of an ideal distributor from his 
customers’ point of view. 

For the remainder of the year, Du- 
more’s Mill Supplies campaign will be 
devoted to an exposition of the find- 
this when the 
campaign is concluded it will be re- 


ings of survey, and 
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It's a Wise Dis 


© Knows His Ontntor 


wn Marke: 





Mill Supplies" to distributors now is telling them what they should be doing if they want to function effectively after the war 


printed in booklet form together with 
the facts turned up by our field sur- 
This 


handed to distributors for their own 


vey. case summary will be 
use. 

That such a program can revamp 
the entire industrial distribution sys- 
tem is not to be expected. It is just as 
inconceivable, on the other hand, that 
it can fail to have some good effect. 
Mill supply distributors are on a par 
other hard-hitting 


business men and have 


with American 
a normal in- 
terest in safeguarding their future. 
They will take advantage of any con- 
structive suggestions to help them do 
sO. 

There is a lot of interest in postwar 
planning, and a lot of talk about it— 
mostly concerned with autogiros and 
glass houses. We are interested in post- 
war planning, too, but we consider 
the first step to be market-planning, 
and the first phase of that to be sales 
planning. Our Mill Supplies campaign 
was designed to do—and is doing that 
for us. If we thought in the beginning 
that a man-to-man talk in the tradi- 
tional “Dutch Uncle” manner would 
not work between manufacturer and 
distributor—experience has proved we 
were wrong. Because of such a talk 
we are going to have better, stronger, 
and friendlier relations with our dis- 
tributors than ever before. 


29 











EpiIror Not! Mr. Gassaway was 
ormerly advertising manager of Crocker 
Wheeler Electrix Mig Company and 
therefore writes from experience on bot! 
sides of the subject 
@® SELECTING an advertising 


agency, like choosing 1 wife, is a 


gamble. And, in both cases, lack of 


experience can be blamed for most of 


the risks involved. 


If marriage contracts were valid 


for one year only, and contained a 


clause prohibiting a wife from suc 


ceeding herself, it is reasonable to sup 


pose that atter two or three dismal 
failures men would demand a scien 
tific approach to the problem. Out 


side help would then become avail 
ible The 
pamphlets, 
books 


government would issue 


colleges would establish 
written on 
The 
inexperienced would be guided by the 


And 


be accumulating 


courses, would be 


the subject, and lectures given. 


experienced each man would 
experience as the 
vears rolled on He would be forced 
to because selling methods would 
ilso become more scientific! 


Similarly, industrial advertisers, if 
required by law to seek a new agency 
connection at the end of each twelve 


month period, would dev clop a sys 


tem tor ev iluating prospects. Execu- 
tives (who today are seldom called 
upon to select an agency more than 
once or twice in their business ca 


reers would be gin to take pride in 
size up” an 


And this, 


unqgue stionably, would result ina def 


their ability to agency 


and make the best choice. 


nite increase in the percentage ot 
agreements oftering hope of positive 
benefit to the advertiser; and a lessen 


ing in the proportion of contracts re 
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How te Select Au Aduertising Agency 


A few simple suggestions for choosing an advertising 
agency for a harmonious and profitable relationship 


By NICHOLAS GASSAWAY 
Michel-Cather, Inc., New York 


sulting from the whims of higher 
executives. 

But if a fresh choice each year is 
not to be recommended (and _ that 


could hardly be suggested as an all- 


what is the 


around improv ement), 


solution to the problem of how to 


What 


can the industrial advertiser take 


select the right agency. steps 


which will improve his chances of 


avoiding a misfit marriage? Let us 


see if a more or less scientific ap- 


proach cannot be worked out. 


What Do You Want 
An Agency For? 
Before 


be made, it is necessary to decide what 


an intelligent selection can 


you will expect the agency to do for 
you. Do you want ideas for an over 
all advertising campaign, help for your 
relations someone 


industrial program, 


to compose “help-wanted” ads, or 


what? It is important to get this 
point straight in the beginning. After 
ill, there is no sense in hiring an or 
ganization which is famous for its mar- 
ket studies if all you want is someone 
to handle production of plates and 


printing. Hence, the first step to- 
ward making a wise choice is to de- 
cide, in your own mind, what nature 
of help you are looking for. In other 
words, state your problem before set- 
ting out to find a solution. 

Right here might be an opportune 
place to insert a word of warning: 
don’t try to get something for noth- 
ing. Pick the agency that seems to 
offer you the most for your money, 
to talk down in 


but don’t try them 
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their fee. The usual agency commis- 
sion or retainer fee is fifteen per cent. 
Some ask for more, and a few (ac- 
rumor) are willing to 


Whatever they ask, 


cording to 


work for less. 
agree to it. 
When you are buying a manutfac- 
tured article, which you can hold in 
examine, it may be 


But, 


ideas 


your hand and 


smart to bargain. when the 


“article” is unborn (and good 


' 
advertising iS nine-tentns ideas ) , be- 


ware of haggling . . . or the ideas may 


turn out to be “still born.”” Gooc 


advertising requires “day dreaming, 

~ 1 
and tearing-up first paragraphs as wel 
as writing copy, making layouts, o 


counting noses in a market researcn 


study. If you persuade an agency 


to work for you at a sub-normal fee, 


ideas. Yes, 


you will get copy and layouts, but the 


1] 


you probably won't get 


first paragraph most likely will not 


have been written and rewritten five 
or six times, and the layout may neve 


lead anyone into the text. 
Obtaining a List of Agencies 


After you have decided in you! 
own mind what you are looking for, 


the next step is to obtain the names 





MOTI 
Camp 
Vertis 
Create 
basis 


inyth 


that 


Som 





of five or six agencies to investigate i 
This can be done in several ways. Oné 
is to tell your troubles to a number 0 
publication representatives. Ask each 
one for two or three suggestions. If i 
your list includes a couple of “duds, | 
it won’t do any harm; you can soo? | 
discover and eliminate these. A p 
The publication representat wil 
also be able to “warn you away from 
those agencies which will b« nable 
to handle your account because the! 


are already serving clients who 
ucts compete with yours. I 
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name> 
rigate 
Ont 


yer Ol 


save time and trouble . . . but, make 
sure the space salesman is properly in- 
formed of your problems and re- 
quirements. 

Another approach is to make a 
careful and thorough study of the 
work which agencies in your locality 
Weigh 
your 


are doing for their clients. 
these observations in terms of 
own marketing problems and list those 
agencies which appear to be doing the 
kind of job you feel is needed for your 


company. 


Preliminary Interviews 

The third step is to get in touch 
with the five or six most promising 
prospects on your list. At this stage 
of your investigations you are out to 
discover which of these agencies have 
the experience and ability to handle 
This 


that you should eliminate a prospect 


your account. does not mean 
just because he has never handled the 
account of one of your competitors. 
But, if you sell through jobbers, it 
will be a point in the favor of the 
which has handled the 


idvertising of a jobber-sold product. 


organization 


Similarly, if you are building heavy 


machinery or if you are offering a 
service, look for that particular type 
of experience. 

One of the best ways to gauge abil- 
ty is by examining campaigns pro- 
duced by an agency for its clients, 
ind then contacting those advertisers 
for whom an especially good job has 
been done. The purpose in talking 


to the advertiser is not so much to 


} 1 ee - ° 
arn his opinion of the agency as it 


is to “smoke out” who supplied the 


motivating idea for the successful 
campaign. If you find that the ad- 
vertising manager, and not the agency, 


Created the idea, you have no sound 


Dasis 





each 
It 
juds, 


soon 





assuming that you will get 
inything as good. If you still want 
that agency, you had better try to 
tire the advertising manager too. This 
point may be hard to establish, but 
tt leas is worth trying. 
» me industrial advertisers lean to- 
§ vard agency which can offer the 
y sreate how of engineering talent. 
& This ne if merchandising ability 
IS also sent in large quantities. But 
iN ag 's forté is advertising and 
B® merch ing, not engineering. If 
the cl is between an engineering 
S Senius some knowledge of mer- 
chandi ind = a merchandising 
Senius 1 smattering of engineer- 
5 '8, p e latter. You are not apt 


idividual who is outstand- 





‘@ 
CONCERNING WARTIME 


VACATIONS 


and God bless them. But a happy vacation 


of war production 


The terrific pace 
continues—and with metals still on the really docsa't depend 09 distance —so plan 
critical list—men who buy are under ahead — leave your worries behind and soak 
greatest pressure. But brief periods of up some good old sumsbin 
mental relaxation are still essential to And —as far as steel is concerned — cell 
health and cthoency. So, in the interest of your men to depend on Ryerson. Our 
your country, your company, your family stocks are still the most complete. Aad 
and yourself — you shoukt take some cme where war requirements have created 
some shortages, we can usually offer 


substitutes that will do the job as well 


off this summer 
True, travel is restricted. The boys in 


the Servne have priority on transportanon Se go ahead —cnypoy yourself 


JOSEPH T RYERSON & SON, INC 


MILWAUKED « ST LOUK + CINCINNATI « DETRON 
EVELAND . BUFFALO - BOSTON - PHILADELPHIA « JrRSEY CrTy 


RYERSON 
The traditional vacation advertisement of 
Joseph T. Ryerson & Son, Inc., made its ap- 
pearance last month urging wartime vaca- 
tions, even though close to home, and, as 
usual, leaving steel requirements in their care 


ing in both lines, and as you have 
engineers yourself, you can always do 
some educating. However, if yours is 


a technical business, you will need 
someone who, when exposed to engi- 
neering, will be able to understand 


about. This is vital, 


even if you want purely institutional 


what it is all 


copy. 
Large vs. Small Agencies 


An agency can be either too large 
or too small. With a small agency it 
is important to discover if they have 
the personnel to handle your account 
and provide the type of service you 
require. But what you are really in- 
terested in is whether the principals 
are good advertising men. If they are, 


you need have no fear of a small 


agency. The danger in a large agency 
lies in the possibility of your account 


The 


gauge this possibility in advance is to 


being neglected. best way to 
find out whether your account will 
be one of the most important in the 
house. If the 
which are much larger than yours 


This should 


many 


agency has accounts 
will be, there is a risk. 
but it is 
businesses that the largest customer 


not be so, a fact in 


receives the most careful attention. 
Do not eliminate an agency just be- 
cause it is large, but keep this point 


in mind. 
Who Will Be Your 
Account Executive? 

Many 


an agency has been selected 
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because the advertiser was impressed 
with the personality and sales talk of 
This should not even 
be an influencing factor... 


the salesman. 
unless you 
are equally impressed by the account 
executive. Of course, in many cases 
these 

person, 


two individuals are the same 
but with 


larger agencies, a new-business depart- 


often, especially 


ment is maintained. This is not neces- 
sarily a bad arrangement for the ad- 
vertiser, but make sure you size up 
the account executive before you sign 
the contract. He is the one you will 
have to live with. 
The Final Selection 

By this time, the number of agen- 
should 
have been reduced to say two, or pos- 
sibly The 


eliminated because: (1) they do not 


cies on your preferred list 


three. others have been 
have men experienced in solving prob- 
lems similar to yours; (2) the agency 
is either too large or too small; (3) 
the contact man is not 


one you can 


have confidence in; (4) engineering 
training is lacking; or (5) they have 
produced nothing of outstanding merit 
for their clients. 

Of the two or three remaining, you 
feel sure they can and will produce 
for you. As nearly as you can judge, 
they have ideas, creative ability, and 
the energy and intelligence to jump 
in and learn your business. But, you 
are not ready yet to make your de- 
There is 


and this is the most 


cision. 
take. 


portant of all. 


one more step to 


im- 


In preparation for this final step, 
make an outline which includes: 

1. A brief history of your com- 
pany. 

a 


products. 


short description of your 

3. An analysis of your competi- 
tion, pointing out how each compet- 
itor compares with you on different 
products. 

4. A statement of what you want 
to accomplish through your advertis- 
ing. No information need be included 
which is confidential . . . that is (with 
the exception of No. 4), not already 
known to your competitors. 

Give copies of this outline to your 
prospective agencies and ask each one 
to submit a proposed program—noth- 
ing elaborate—no sample advertise- 
ments, broadsides, direct mail pieces, 
or anything of the kind—just a type- 
written presentation giving their ideas 
of what your campaign should consist 
of (within your budget limitations), 

(Continued on Page 158) 
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489 Agencies Placed 212,232 Pages in 
Business Papers in 1942 


7.05 per cent increase over 1941 show agencies are 


playing increasing role in industrial and 


@ THE GROWING importance of 
advertising agency service in the 
preparation and placement of space 


in business papers again 1S reflected 


reports otf 489 
MARKETING’S annual tab- 


in the agencies for 
INDUSTRIAI 


ulation of agencies and the number 


of pages they placed in business pub- 


The 


compilation Ww hich appears on the fol- 


lications during 1942 and 1941. 


show these 


212,232 


lowing pages agencies 


placed a total of pages of 
advertising in the business press dur- 
ing 1942. Of 


were 464 which could report for both 


these agencies there 
years; a comparison shows they placed 


209,560 pages during 1942 as against 


195,766 pages in 1941. This is a 
gain of 15,794 pages, or 7.05 per cent. 

The accompanying tabulation was 
compiled from reports made by the 
igencies directly to INDUSTRIAL Mar- 
KETING All agencies listed in the 
Standard Advertising Register Agency) 
List were invited to participate in the 
innual Survey lo insure all reports 


being made on a common basis, each 


igency was furnished a list of busi 


ness papers Iipproy ed by the business 
paper committee of the American As 
sociation of Advertising Agencies. The 


list included all business papers listed 


in the 1943 Market Data Book Num 
ber of INDUsTRIAL MARKETING plus 
a few additions. A standard report 


torm also was supplied for the con- 


venience of the agencies in making 
their returns. 
All agencies were urged to codp- 


erate in establishing these vital sta- 
tistics and the tabulation is the only 
indicator of the volume and trend of 
business placed in the business press 
by advertising agencies. The purpose 
of the survey is to record the trend of 
papers by 


placemen ts in business 


agencies. Due to manpower shortages, 
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some important agencies in this cate- 
gory were unable to compile their fig- 
ures for this year’s tabulation. How- 
ever, it is felt that the reports of 464 
agencies from all parts of the United 
States and Canada are sufficient to be 
a reliable indicator of the trend of 
their activities in industrial and trade 
advertising. 

Scanning the tabulation it is seen 
there were fifty-seven agencies which 
placed 1,000 or more pages of adver- 
tising in business papers in 1942. 
Fuller & Smith & Ross, Inc., led the 
list with 6,054 pages, advancing to 
first place in 1942 from fifth place in 
1941, in a comparison of those agen- 


cies reporting this year. It is inter- 
esting to note that the first five 
agencies, pivoting around J. Walter 
Thompson Company which retained 
its third place, reversed their 1941 
standings. Fuller & Smith & Ross, 


Inc., went to first place from fifth in 
1941. G. M. Basford Company, in 
second place, came up from fourth. 
McCann-Erickson, Inc., in second 


place in 1941, went to fourth in 1942. 
Lord & Thomas, in first place in 1941, 
1942. 

Some of the noteworthy changes in 
rank made by 
Klau-Van 
ates from 36th place in 1941 to 16th 
place in 1942; William Esty 
Company, from 76th to 32nd place; 
The Bayless-Kerr from 
12Ist to 49th; Gray & Rogers, 112th 
to 53rd; Ed Wolff & Associates, 103rd 
to 54th. 

Others were: Cecil & Presbrey, Inc., 
ll4th to 61st; Parker-Allison Asso- 
ciates, Inc., 128th to 67th; Robert B. 
Grady Company, 107th to 71st; L. E. 
McGivena & Co., Inc., 250th to 87th; 
Hixon-O’Donnell Advertising, 
144th to 88th; Charles M. Gray & 


was fifth in 


the agencies include 


Pietersom-Dunlap Associ- 


and 


Company, 


Inc., 
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trade fields 


Associates, 186th to 106th; Wortman, 
Barton & Goold, Inc., from 245th to 
110th. 

Some of the Canadian agencies also 
made Although it 
slipped from seventh to eighth place 
with only a slight decrease in place- 
ments, Cockfield, Brown & Co., Ltd., 
among the leaders in this 
country. Norris-Patterson, Ltd., ad- 
vanced from 15th to 14th; Russell T. 
Kelley, Limited, went from 50th to 
44th. 

Analysis of the tabulation will re- 


good showings. 


remained 


veal many outstanding increases in 
placements which are not reflected in 
great changes in rank. The probabk 
reason some agencies did not show un- 
usual gains in placements in 1942 and 
may have slipped in their rank is the 
result of curtailment or restrictions 
in the manufacture of consumer dur- 
able goods and other commodities for 
which they previously had placed con- 
siderable advertising in trade or deale! 


which 


publications. Those agencies 


usually are considered as industria 


agencies maintained their positions 


and made some gains. 


The over-all increase in business 
paper placements by agencies in 1942 
closely paralleled the increase in bus 
ness carried by business papers hat 
year. There were sixty-five 1gencie 
which placed from 500 to 1,000 pages. 
and seventy-three which placed from 
300 to 500 pages. be 


INDUSTRIAL MARKETING <¢ esses 


its appreciation to the agenci 


have codperated to make this annua 
study possible and to establis! this 


record. For the purpose of iking 
this annual report even more iclu- : 
sive, all advertising agencies n- & 
vited to keep records of pla - 
for 1943 and make them lable . 
u 


next year. 
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As compiled from reports made to 


Pages 

1942 
Fuller & Smith & Ross, Inc....... 6,054 
G M Basford TE aise ence base toed 5.461 
J. Walter Thompson Company... 5,214 
McCann-Erickson, Inc. .......... 4,670 
OE a ee 
Murray Breese Associates, Inc..... 3,966 
Campbell-Ewald Company, Inc.§... 3,693 
Cockfield, Brown & Co., Limited. . 3,618 
The Buchen Company.......... 2,999 
The Griswold-Eshleman Company. 2,710 
Charles W. Hoyt Company, Inc... 2,681 
Evans Associates, Inc. .......... 2,691 
ee ee eee rere 
Norrie retterson, Lig. ...sssicsss 2125 
Walker & Downing ............ 2,068 
Klau-Van Pietersom-Dunlap Assoc. 2,015 
Geare-Marston, Inc. ............ 1,986 
Horton-Noyes Company ........ 1,973 
Sutherland-Abbott .............. 1,967 
Ketchum, MacLeod & Grove, Inc.. 1,903 
Hazard Advertising Corporation... 1,892 
Reincke-Ellis-Younggreen & Finn.. 1,853 
D'Arcy Advertising Co., Inc..... 1,837 
Meldrum and Fewsmith, Inc...... 1,807 
James Thomas Chirurg Company. 1,725 
Newell-Emmett Company ....... 1,686 
J. J. Gibbons, Limited........... 1,640 
The Aitkin-Kynett Co. .......... 1,636 
Rickard and Company, Inc........ 1,587 
Gardner Advertising Company.... 1,584 
Albert Frank-Guenther Law, Inc... 1,490 
William Esty and Company...... 1,442 
The McCarty Company ........ 1,428 
Ferry-Hanly Company .......... 1,365 
Buchanan & Company, Inc....... 1,346 
po ge a 1,337 
MacManus, John & Adams, Inc.... 1,328 
Hutchins Advertising Co., Inc.... 1,307 
Marschalk and Pratt Company.... 1,307 
MacLaren Advertising Co., Ltd.... 1,296 
Henri, Hurst & McDonald, Inc... 1,274 
ee Re Sees 1,244 
Aubrey, Moore & Wallace, Inc... 1,212 
Russell T. Kelley, Limited........ 1,206 
Charles L. Rumrill & Company... 1,139 
ream Mest & Coo., BCs icicisccc 1,123 
Oakleigh R. French & Associates. . 1,120 
Western Advertising Agency..... 1,112 
The Bayless Kert - ee 1,077 
Roche, Williams & Cunnyngham.. 1,065 
Ronalds Advertising Agency, Ltd.. 1,02 
Kreicker & Meloan, Inc.......... 1,016 
CS ae ree ee 1,014 
Ed Wolff & Associates.......... 1,013 
Henry A. Loudon, Advertising. ... 1,007 
Behel and Waldie and Briggs..... 1,003 
McLain Organization, Inc........ 1,000 
Wrens Gy MGM. 6.6 dsc cccccacces 970 
Doemahue @& Coe, Ine... i... cass 959 
J. M. Mathes, Incorporated ...... 925 
Cecil & Presbrey, Inc. ........... 908 
Wm. B. Remington, Inc. ........ 908 
W. S. Hill Company, Inc. ...... 851 
Wyatt Advertising Agency ....... 846 
The Cramer-Krasselt Co. ........ 826 
Rogers & Smith Advertising...... 811 
Parker-Allston Associates, Inc... .. 794 
Roland G. E. Ullman Organization 770 
Addison Lewis & Associates...... 749 
Van Sant, Dugdale & Co., Inc.... 748 
Robert B. Grady Company....... 746 
William Jenkins Advertising ..... 728 
Stanfield & Blaikie, Limited ..... 726 


iding Canadian office 


des Campbell-Ewald Company, New York 
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Used 
1941 


) 


Iai ee 


— et et tt et et et et et RR RS PR le 


946 
948 
027 


436 


454 
156 
3,988 
765 
999 


249 


,326 
584 
,L50 


932 
679 
314 


,627 
,692 
,426 
,643 
880 
941 
,785 
,309 
,502 
508 
,894 
583 
906 
,408 
100 


669 


367 
,494 
,007 
481 
,159 
535 
,129 


357 


,418 


232 


395 


98S 


106 


604 


,067 
041 


448 


029 


908 
6384 
471 
497 
736 
890 
745 
872 


006 
211 


468 
668 
816 
907 
839 
812 
424 
5R5 
6238 
742 
490) 
748 
726 


Rank 
1942 194] 
74 50 
75 119 
76 54 
77 83 
78 56 
79 78 
80 81 
8! X99 
82 97 
83 88 
84 85 
85 92 
86 49 
87 250 
88 144 
89 93 
90 64 
91 Qf 
92 137 
92 63 
94 101 
94 73 
96 65 

7 72 
98 148 
99 111 
100 106 
101 138 
102. 127 
103. 126 
104 183 
108 91 
106 186 
106 109 
108 86 
109 143 
110 248 
111 75 
112 sai 
113 94 
114 100 
115 229 
116 125 
116 150 
118 184 
119 152 
120 109 
121 117 
122 118 
123 120 
124 105 
125 108 
126 114 
127 58 
128 155 
129 79 
i eee 
131 131 
132 89 
133 147 
134 103 
135 134 
136 165 
137 171 
138 98 
139 186 
140 113 
140 122 
140 90 
143 102 
144 164 
144 190 
146 139 
147 157 


Erwin, Wasey & Company, Ltd.+. 
Weston-Barnett, Inc. ........... 
The Fred M. Randall Company... 


DERORON BE wen sees veces 


Doremus & Company .......... 
Tracy-Locke-Dawson, Inc. ....... 
Beeson-Faller-Reichert, Inc. ...... 


Earle Ludgin & Company ....... 
Almon Brooks Wilder, Inc. ..... 
Lamport, Fox and Company...... 
Brooke, Smith, French & Dorrance 
Commercial Advertising Agency. . 
Mt. 5 guvice ac eaioee al 
L. E. McGivena & Co., Inc...... 
Hixson-O’ Donnell Advertising, Inc 
Morrison Advertising Agency, Inc 
Bert S. Gittins Advertising ...... 
Walsh Advertising Co., Ltd...... 
Advertising Producers-Associated. . 
E. M. Freystadt Associates, Inc.... 
Spencer W. Curtiss, Inc. ........ 
Terrill Belknap Marsh Associates. . 
Moser & Cotins, Inc. ........... 
Alan Bridgeman Sanger ......... 
Paulson-Gerlach and Associates, Inc 
Calkins and Holden ............ 
J. R. Hamilton Advertising Agency 
Lyle Hosler, Advertising ........ 
House of J. Hayden Twiss ...... 
Needham, Louis and Brorby, Inc... 
Cee: TOO, FE cnc cenien wins 
Peterson & Kempner, Inc......... 
Charles M. Gray & Associates.... 
Chas. Dallas Reach Co. ......... 
The Caldwell-Baker Company 

Carr Liggett Advertising Agency. . 
Wortman, Barton & Goold, Inc... 
The Ralph L. Dombrower Co., Inc 
BOE. De TEE doe ctanececeres 
Doyle, Kitchen & McCormick, Inc. 
Mace Advertising Agency, Inc.... 
Ray DS. Eeeretine, Pie. sas cde ceess 
Keeling & Co., Incorporated ..... 
W. L. Towne, Advertising ....... 
John A. Cairns & Company...... 
Cummings, Brand & McPherson.. 
The S. C. Baer Company........ 
John W. Odlin Company, Inc ; 
Barlow Advertising Agency, Inc... 


Staake & Schoonmaker ......... 
The Potts-Turnbull Company 

Ree-GeOceMeem, IAC. ..cccccccccen 
L. W. Ramsey Company ........ 
PR Ge POGE cc accnkaanesGreasnea 
Beaumont, Heller & Sperling, Inc 
Beaumont & Hohman, Inc. ...... 
Warman & Company ........... 
MacFarland, Aveyard & Company. . 
Wildrick & Miller, Inc........... 
R. C. Senlth & Bom, Ltd. ...ccccess 
D. P. Brother & Company, Inc... 
Seemann & Peters, Inc........... 
A. WE. Ban Ge, TE vic aecncs 
The Charles A. Weeks Co., Inc... 
Carter, Jones and Taylor ........ 
WORN. cv cc ssateeiove iene 
L. C. Cole. Advertising ......... 
NE EP OE kerkee ineka ees 


Rogers, Gano & Bachrodt, Inc.... 
Harry B. Green & Company, Inc 
Aarons, Sill & Caron, Inc........ 
Wheeler-Kight and Gainey, Inc... 
Walter B. Snow & Staff. Inc. ... 
John Falkner Arndt & Co., Inc... 


Pages 


1942 


721 
719 
706 
702 
683 
678 
675 
668 
664 
654 
645 
633 
628 


7 


a/ 


615 
61i 
610 
606 
603 
603 
602 
602 
592 
587 
566 
563 
558 
553 
547 
545 
543 
541 
536 
533 
$32 
528 
522 
521 
520 
516 
51] 
510 
507 
507 
506 
504 
503 
502 
500 
498 
493 
490 
489 
488 
487 
481 
480 
474 
464 
463 
458 
456 
447 
435 
434 
425 
423 
423 
423 
419 
409 
409 
403 
402 


SPACE PLACED IN BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1941-1942 


MARKETING by the following Agencies 


Used 
1941 


843 
452 

902 
605 
873 
645 
625 
510 
529 
573 
590 
550 
988 
164 
368 
547 
782 
542 
389 
800 
504 
687 
764 
702 
360 
472 
492 
387 
425 
432 
284 
556 
279 
485 
590 
375 
167 
681 

545 
505 
190 


460 
450 
493 
488 
468 
857 
337 
638 
404 
570 
36] 

497 
400 
320 
304 
512 
279 
470 
441 

565 
501 

322 
270 
385 
333 


tIncludes New York, Chicago, Houston, Oklahoma City, 
and Los Angeles 


(Continued on following page) 
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SPACE PLACED IN BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1941-1942 


Rank 
1942 194] 
148 182 
149 130 
150 159 
151 96 
152 116 
153 242 
153 152 
195 160 
156 3] 
156 214 
158 144 
139 14] 
160 175 
16] 146 
16? 133 
163 189 
163 16¢ 
165 17 
166 71 
167 208 
167 208 
169 177 
169 190 
169 157 
172 175 
172 198 
174 225 
174 173 
176 162 
177 154 
178 122 
179 201 
180 170 
180 16 
182 326 
183 174 
184 132 
185 212 
1RA 139 
187 169 
188 266 
189 151 
190 124 
191 82 
191 177 
193 181 
193 136 
198 195 
196 274 
197 13 
198 163 
199 160 
200 192 
201 200 
202 192 
ie 
203 186 
205 224 
206 239 
207 210 
208 168 
208 319 
210 216 
210 203 
212 179 
213 240 
213 231 
215 275 
216 129 
217 264 
218 197 
218 203 
218 221 
221 218 

2 194 
222 246 


As compiled from reports 


Hammond Goff Co : 
Snow & Cahalin, Inc 
Industrial Advertising Agency, Ltd 
Root-Mandabach Advertis'g Agency 


Guy C. Core Company ....cccce: 
Allen, Heaton & McDonald, Inc 
George T. Metcalf Co. ........ 
Willard G Myers Adv Agency 
Alfred Colle Company. 

Reiss Advertising ' 

lean Scott Frickelton ......... 
Sommers-Davis Company ...... 
Louis E. Wade, Inc. ... ha Se aati 
The Parker Advertising Co.... 
Davies & McKinney Ind. Adv. Agcy 
Holden, Stedman & Moore, Inc 


Wearstler Advertising, Inc 

T. H. Ball & Sons ‘ ‘ Sone 
Dozier-Graham-Eastman, Advertising 
Edward W. Robotham & Company 
Howard Swink Advertising Agency 
Gibbons Advertising Agency, Inc 
Humbert & Jones eC eeeeeseesens 
The Chester + Moreland °° 
Oswald Advertising Agency, Inc 
Foltz-Wessinger, Inc errr 
Tyler Kay Company, Inx 
Roeding & Arnold, Inc 
Tracv, Kent & Co., Inc 
The Ridgway Company, Inx 
The Franklin Industrial Service. Inc 


Renner Advertisers ............. 
United States Advertising Corp.... 
Wade Advertising Agency ....... 


H. George Bloch Advertising Co.. 
W. W. Garrison and Company... 
G. E. Hatch Advertising 
Fox & Mackenzie ne 
Houck & Company, Advertising... 
The Davis Press, Inc 

John H. Riordan Company 
George H. Gibson Co. ......... 
Knox Reeves Advertising, Inc 
Brennan Advertising Agency 

Paul Teas, Incorporated 
The Emery Advertising Co.., 
Simmonds & Simmonds, In 


Presha. Fellers & Presba eeeeeves 
Walter J. Gallagher, Advertising. . 
Sidener and Van Riper, Inc. ...... 


Baker and Baker & Associates, Inc 
Fitzgerald Advertising Agency. Inc 
C. Wendel Muench & Company.. 
Midland Advertising Agency 
Bennett-Advertising 
Harris D. McKinney 
Lucius I. Wightman 
|]. G. Kuester & Associates 
lohn Stover Advertising Agency... 
Hubbell Advertising Agency, Inc 
Lawrence C. Gumbinner Adv. Agcy 
Needham & Grohmann, Inc 
William Rea, Advertising 
Watts. Payne-Advertiting, 
Scott-Telander 
Julian J. Behr Co 
Howard H. Monk and Associates. . 
Paxson Advertising ; ae 
Gever. Cornell & Newell, Inc 

ope oner & Kriegel 


R. D. Northrop C 


r 


Inc 


i W Sann and Associates....... 
Stewart, Hanford & Casler, Inc 
Hart Lehman Advertising 


McDaniel-Fisher & Spelman, Inx 
Fred Wittner Advertising 


made to 


Pages Used 
1942 1941 
398 285 
397 409 
392 33] 
379 530 
378 462 
5/6 169 
376 342 
374 330 
373 188 
373 123 
372 368 
369 381 
363 296 
459 566 
353 401 
349 273 
349 319 
347 x01 
342 OG 
3 4/ 233 
34/ 233 
337 93 
337 270 
337 333 
336 296 
336 254 
334 203 
332 299 
33] 325 
330 339 
327 44] 
324-245 
320 306 
320 314 
314 51 
312-297 
311 403 
310 227 
308 385 
307 307 
306 136 
308 345 
{O44 437 
302 609 
302 293 
301 287 
301 396 
300 262 
298 124 
295 398 
194 324 
29? 330 
289 267 
283 247 
278 267 
276 re 
276 279 
276 204 
266 173 
65 228 
264 313 
264 87 
260 221 
260 240 
255 289 
243.172 
243 188 
240 123 
238 421 
236 138 
232 235 
2320-240 
232-207 
227 216 
226 264 
22¢ 166 


INDUSTRIAI 


MARKETING 


Rank 


1942 
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1941 


96 
pele} 


216 
234 
306 
269 
149 


JI wr ~J + 
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tv 
4 
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by the following Agencies 


The Eddy-Rucker-Nickels Company 


Coleman Todd & Associates ..... 
Gordon Schonfarber & Associates. 
Barnes Chase Company ......... 
Lester Harrison Associates, Inc... 
Anfenger Advertising Agency, Inc 
Schipper Associates 
Sheldon, Quick & McElroy, 
Cloyd F Woolley, Inc 
The Ardiel Advertising Agcy., 
Geer-Murray Company 
The Keelor & Stites Co 
Merrill Symonds, Advertising 
Wendt Advertising Agency 
The Krichbaum Company 
Ray K. Glen, Advertising 
Williams & Saylor, Inc 
The Lavenson Bureau 


Stockton, West, Burkhard, Inc 


Agcy... Ltd. 


Mitchell Advertising Agency, Inc.. 
Perryrmrown, IMC. 2. cccccccccese 
Eldridge-Northrop, Inc. ......... 
Brandt T. Advertising Co........ 


Burton G. Feldman & Associates... 
Raymond C. Hudson & Associates. 
Robert H. Brooks Company 
Byer & Bowman Adv. Agency... 
McJunkin Advertising Company.. 
Irwin Vladimir & Co., Inc 
Stanley Pflaum Associates 
Belden and Hickox 
Campbell-Mithun, Inc 
John O. Powers Company 
RE ee 
Olmsted-Hewitt, Inc 
The Purse Company 
R. Marshall, Advertising 
Landsheft, Inc 
McClure & Wilder 
Critchfield and Company 
Strang & Prosser ..........0e<. 
Carter-Owens Adv. Agency, Inc 

Liller, Neal & Battle 
R. H. Young & Associates 
John Gilbert Craig, Advertising... 


a. BS, eee 
Butler. Advertising ............. 
Scheel Advertising Agency. ...... 


Henry ]. Kaufman, Advertising 
R. D. Allbright 
Stanley J. Ehlinger Advertising, Inc 
Fulton. Horne, Morrissey Co 
Frank C. Nahser, Inc 
The Merrill Anderson Company.. 
Gross-Schoenwald, Inc 
H. B. Humphrey Company 
Bresnick and Solomont 
Moss Associates 
Harold C. Walker, Advertising... 


O. K. Fagan Advertising Agency. . 
The McCormick-Armstrong Co.... 
St. Georges & Keyes, eee 
The Vander Company, Inc. ...... 
Major Advertising Agency ...... 
ee See 
Edward M. Power Co.. Inc. ...... 
Charles E. Vautrain Assoc., Inc 
a a aera 
The Crier Advertising Service 
The Moss-Chase Company ....... 
Bonsib Advertising Agency ...... 
Johnson, Read & Co., Inc. ...... 
Pc, CI 5.0 ee mache dee des 
Ratcliffe Advertising Agency ..... 
Shaw Advertising Agency ....... 


(Continued on page 37) 
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[CONTINUED FROM Pace 34] 


SPACE PLACED IN BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1941-1942 


MARKETING by the 


Rank 
1942 1941 
299 328 
300 —- 
301 282 
301 26? 
301 282 
301 303 
305 292 
306 ae 
306 321 
306 284 
309 371 
310 297 
310 272 
310 400 
313 288 
313 259 
313 310 
313 315 
317 324 
318 254 

19 202 
19 279 
19 _ 
22 301 
ry ES 
22 «0296 
25 273 
26 296 
27 343 
28 299 
329 «291 
329 323 
30 «332 
30 34] 
30-279 
333-279 
44 297 
34 346 
5 373 
6 (284 
8 491 

19 
4 415 
34? 400 
+ 318 
$ 320 
43 324 
,4¢ 351 
+ 348 
47 335 
4 337 
) 361 
333 
299 
313 
372 
594 
329 
33] 
349 
62 
sf 1905 
¢ 355 
453 
414 
841 
58 
r 68 
68 
65 
386 
4V 
+H 
8 
6 

i 


As compiled 


Ball & Davidson, Inc 
Merchandising Advertisers 
Advertising Associates 
Morton H. Cowen Advertis’g Agcy 
Robert Peterson Advertising Agcy 
Ray Taylor and Associates 
David A. Tynion, Advertising 
Burlingame & Grossman 

S R Leon, Inc 
W. O. Nettleton and 
Ben Sackheim, Inc 
Bunker and Downing, Inc 
Snes MO. kas wae as 
Manternach, Incorporated 
Ambro Advertising Agency 
Harry M. Frost Company, Inc 
Gotham Advertising Company 
Norman A. Mack & Company..... 
Lang, Fisher and Stashower, Inc 
Grace & Bement, Inc 
Anderson, Davis & Platte, Inc 
Grover J. Johnson, Advertising. 
White Advertising Co 
Everett L. Bowers, Inc 
Austin C. Lescarboura & Staff 
Norton Advertising Service ute 
The Key Advertising Company .. 
William Hoffman and Associates. . 
Edwin Bird Wilson, Inc 
Sherman B. Paris, Advertising 
Associated Advertising Agency, In 
Venable-Brown Company, Inc 
Joseph R. Gerber Company 
C. Jerry Spaulding, Inc 
R. J. Skala & Company 
R. E. McCarthy Advertising Agency 
Bradford and Company 
F. B. Hubert, Advertising Counsel. 
L. Charles Lussier, Inc 
MacDonald-Cook Company 
Westheimer and Company 
S. M. Ferrer 
Jones Frankel Company 
The Frederick-Clinton Company 
Grant Advertising, Inc 
Charles Blum Advertising Corp.... 
Chadwick & Harriman, Inc 
Robert E. Martin & Co.......... 
A. L. Adkins Co 
Franke-Wilkinson-Schiwetz, Inc 


Associates. . 


L. F. McCarthy & Company ..... 
R W Sayre NS 9 sig ited woes el 
Advertisers’ Service, Inc. ........ 


Abbott Kimball Co., Inc 
Sherman & Marguette, Inc 
Short and Baum Advertising 
Charles S. Kane Company 
Robert B. Young, Advertising Agcy 
Richard A. Foley Adv. Agency, Inc 
Jimm Daugherty, Inc 
Briggs & Varley, Inc 
Posner Advertising Agency....... 
W. Earl Bothwell Advertising Agcy 
Will K. Miller 
Wiltman & Pratt, Inc 
Darwin H. Clark Advertising Agcy 
Green-Brodie, Incorporated 
Coolidge Advertising Company 
Franklin Advertising Service 
Brown Advertising Agency 
Roy Elliott Company 
R. T. Harris Adv. Agency, Inc... 
Fred A. Hinrichsen Adv. Agency. . 
Russel M Seeds Co.. Inc eeeeeser 
Bronson West, Advertising 
C. Franklin Brown & Company... 


from reports made 


Pages 
1942 
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116 
116 
116 
113 
111 
110 
110 
110 
108 
108 
108 
107 
106 
104 
103 
102 
102 

96 

96 

96 

Qf5 

9 3 

93 

93 

93 
91 
90) 
sY 


86 
86 
86 
85 


83 
82 
80 
80 
80) 
R80 
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69 
685 
68 
63 
63 
68 


66 


to INDUSTRIAL 


Used 
1941 


254 


Rank 
1942 1941 
373 326 
375 358 
375 383 
377 295 
378 373 
378 343 
380 3395 
380 333 
382 386 
382 354 
384 339 
385 ae 
385 373 
385 : 
388 382 
388 339 
390 «6395 
391 379 
392 365 
393 6421 
394 370 
394 ee 
396 389 
397 383 
398 472 
398 456 
398 400 
401 358 
401 362 
403 308 
403 351 
403 264 
406 398 
407 415 
408 389 
409 406 
409 395 
409 391 
412 415 
413 415 
413 400 
413 378 
416 343 
416 412 
416 399 
419 376 
SeF . sua 
419 421 
419 400 
423 415 
See mas 
425 411 
426 412 
426 406 
428 453 
4799 388 
42 419 
429 421 
429 379 
433 400 
433 393 
435 434 
435 429 
437 436 
437 419 

37 379 
440 425 
440 425 
440 449 
443 421 
444 406 
444 436 
446 453 
446 oe 
446 443 


following Agencies 


David B. Mindlin 
Doherty Company 
Garfield & Guild, Advertising 
P. F. O'Keefe Adv. Agency, Inc 
Charles F. Dowd, Inc 
Steddiford Pitt Company 
Michigan Street Car Adv. Co.... 
Sorensen and Company 
Barrons Advertising Company, Inc 
Freiwald & Coleman 
Alexander J. Kurk, Adv 
The Conner Company 
Flagler Advertising, Inc 
Lawrence I. Everling 
Walker Advertising Agency 
George Wilfred Wright Agency. . 
Albert A. Drennan Adv. Agency. . 
N. A. Winter 
Dees Wee BME. ices eevurc«s 
Lockwood-Shackelford Adv. Agency 
Kenneth B. Butler & Associates. . 
Arthur Crosby Service ‘ 
A. V. Grindle Advertising Agency 
David Malkiel Advertising Agency 
Alfred A. Morse & Company..... 
Morse International, Inc 
Willis S. Martin, Advertising 
A. J. Denne & Company, Ltd.... 
Merrill Kremer, Inc 
Récmere 2. BOONE, IMC. 2 nccceecs 
Ralph C. Busbey Adv. Agency... 
Re eer ee ree 
C. J. Ollendorf, Advertising 
The J. Carson Brantley Adv 
Jack C. Wemple, Advertising 
The Randall Company 
Stone-Stevens-Howcott-Halsey, Inc 
Townsend Advertising Service 
Fort & Company 
Ellis Advertising Company 
Cary-Ainsworth, Inc 
Watson & Company 
Goodkind, Joice & Morgan ...... 
Elwood J. Robinson & Co., Adv't'g 
W. L. Wright Company......... 
S. M. Brooks Advertising Agency. 
Hutzler Advertising Agency 
Kenneth H. Kolpien Adv. Service. . 
Sharp Advertising Agency 
The F. W. Prelle Company 
Julian Gross Advertising Agency. . 
Advertising Counselors, Inc 
Central Advertising Corporation 
Monroe F. Dreher, Inc 
France and Duff Advertising Agcy 
F. A. Ensign Adv. Agency, Inc... 
McConnell, Eastman & Co., Ltd... 
sf lO Ere 
A. D. Walter, Inc 
James Millen, Inc 
L. W. Wendt Company 
C. Church More and Co 
Leonard M. Sive & Associates... 
Rex Ceder 
Richard Cole, Advertising........ 
The Nesbitt Service Company 
Coulter-Mueller-Grinstead 
Morton Freund Advertising Agency 
The Irvin Myerson Agency 
Ray Mills Advertising Agency, Inc 
Guenther Associates, Inc 
Robert C. Stoops, Advertising... .. 
Advertising Associates, Inc 
Broomfield-Podmore, Advertising. . 
The Carpenter Advertising Co.... 
(Continued on following page) 
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[CONTINUED FROM PRECEDING Pacr } 
SPACE PLACED IN BUSINESS PAPERS BY ADVERTISING AGENCIES IN 1941-1942 
As compiled from reports made to INDUSTRIAI MARKETING by the following Agencies 
Rank Pages Used Rank Pages Used 
1942 1941 1942 1941 1942 1941 1942 1941 
446 43] lohn B. Van Domelen Co 1S 14 470 Edward Howard & Co. cee 8% oe en 5 7 
446 436 John E. Vodica, Advertising i8 12 470 434 Simpson Advertising Co. ....... 8 13 
451 448 The Furman Company ....... 17 5 472 449 Couchman Advertising Agency .. 6 6 
451 391 W.C. Jeffries Company ........ 7 32 472 462 Arthur W. Sampson Co., Inc 6 l 
$5] 406 Lane-Freiberger Advertising Agency 17 25 474 Alfred D. Guion and Co., Inc ? 
454 383 Raymond R. Morgan Company.. 16 38 | 474 “os Graydon E. Bevis, PGA cadwnkntes 5 we 
P 474 452 Glenn S. King, Advertising 5 + 
454 . Pollyea Advertising aah ihe a 16 , A n : , : : 
ee : ‘ 474 436 Volkmann Advertising Agency 5 12 
174 431 The Armand S. Weill Co., Inc.. 16 14 478 461 Johanet Advertising Agency ..... 4 2 
$57 446 Byrum Advertising Agency 15 4 478 453 Fink & Domner, Inc. ............ 4 3 
$57 445 Greve Advertising Agency 15 10 478 ... MacWilkins, Cole & Weber ...... - 
$57 425 Samuel Taubman & Co........ 15 18 | 478 453 Nurseryman’s Advertising Service. 4 
$57 446 Edward L. Wertheim Adv. Agency 15 v) 478 ... Olian Advertising Company ..... 4 
461 436 United Advertising Companies, Inc 14 12 483 453 Advertising-Business Company 3 3 
462 431 Conner Advertising Agency. Inc 13 14 483 453 T. B. Browne, Limited ......... 3 3 
163 436 The Rav Car Flat ede 12 12 485 ... Fran Murray, Incorporated 2 
, ae ‘© a -» | 486 ... Brooks Advertising Agency ...... 1 
463 356 Harrison-Rippey Advertising Co 12 5 ; no a C yg A ' 
463 436 Frederick Seid, Advertising 12 12 = Se The Condon Company, Inc. ..... , 
; 2 “RA 486 462 Gordon Smith Advertising Service. l 
463 443 The Yankee Writing Service ... 12 11 
467 425 Frizzell Advertising Agency, Inc 1018 ee oe ee ee ey Peep Tr 212,232 195,766 
467 449 Fred M. Reast. Advertising ...... 10 6 Totals for 464 agencies reporting for both 
469 430 Advertising Arts Agency ....... 9 16 1942 and 1941 ...........4-4+2++4209,560 195,766 
Ad M Kibbi Gi HH, h t W ti h H program, under the ‘“Let’s Show 
man CN m iven Ig est estinghouse onor Them” slogan, coneeived and intro- 


McKIBBIN, 


training 


@ JOHN M. 


data 


manager, 


application and de- 
partment, Westinghouse Electric and 
Mfg. Company, has received his com- 
pany’s highest honor, the Order of 
Merit, for distinguished service to his 
company. 

A bronze medal bearing a silver 
‘W” and the inscription “Whom his 
men delight to honor,” was 
presented to Mr. McKibbin last 
month by B. W. Clark, Westinghouse 


vice-president. 


fellow 


Mr. McKibbin’s award was accom 


panied by this citation: 


“In resognition of the distinguished 
service of John M. McKibbin for his 
talent in and 


exceptional preparing 


disseminating technical information 
which influences buying of the Com- 
pany’s products; for developing the 
highly effective application training 
technique known as the “Product-of- 
the-Month”; and for the imaginative 
way he has dramatized the obligation 
of Westinghouse people to increase 


production of war materials.” 


The technical information prepared 
Mr. McKibbin’s 


cludes data on the proper application 


under direction in- 


of electrical and steam equipment, 


how to secure the utmost productive 
capacity trom it, and instructions on 


the maintenance and repair ot ap- 


38 





JOHN M. McKIBBIN 


paratus. An extensive group of such 
have been given wide dis- 
have found 


usefulness among war industries. 

The 
continuing internal training program 
developed by Mr. McKibbin for the 


It em- 


bulletins 
tribution and extensive 


“Product-of-the-Month,” is a 


company’s application groups. 
ploys visual and auditory presenta- 
tions, product samples and models, 
together with application and market 
data on new products or applications. 
Results of this systematic and dra- 
matic way of informing and instruc- 
ing company personnel have been ex- 
ceptionally good. 


The Westinghouse war production 


duced Mr. McKibbin’s 


vision, received widespread favorable 


under super- 
comment for its dramatic quality and 
results secured. 

Well known in the field of indus- 
trial advertising and marketing, Mr 
McKibbin has written numerous arti- 
cles, which have 
in these pages, and appeared on many 


some of appeared 
convention programs. 

He joined Westinghouse in 1922 
as a member of the promotion divi- 
sion in Pittsburgh. He served as man- 
ager in the company’s Cleveland ané 
Detroit office, then 
charge of the industrial area of Ohio, 


was plac ed mm 


Pre 
W: 





Pennsylvania, Michigan, Kentucky 
and West Virginia. In 


named apparatus promotion m inager 4 


1936 ne wea 


Pre 


and in 1937 he was promoted to hij Prin 


* * ! 
present position as head of the appl 
cation data and training department™ 





Mr. McKibbin was elected a vice} 
president of the National Industria 
Advertisers Association at the annua 
meeting in June and has been assigney 
the portfolio of professional elop- 
ment and functional activity , 
Martin Made Sales Manager 

Andrew B. Martin, formerly weste™] 
manager, Aviation and Bus T pores 


tion, has been appointed sales n g 
McGraw-Hill’s aeronautical pt ation 
Aviation, Aviation News, and A: [10 
port with headquarters in New K 
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“=| AMERICAN 
=| BUILDER 


, man 
id and 


‘ut Presents a Complete 


Ohio 


On) War-to-Peace 


Program for 
wa his 


°i) Private Building 


sl A Public-Relations 
ign Issue and Handbook 


~ | of Post-War Building 
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FOR many years American 


Builder has consistently 
maintained the largest net paid, 
audited circulation among 


building publications. 


American Builder is the 
only building publica 
‘ tion that maintains 
membership in both the 
/ Audit Bureau of Circu 
lations and Associated 

Business Papers. 


AMERICAN BUILDER 


A Simmons-Boardman Publication 


105 W. Adams Street 
CHICAGO 3, ILLINOIS 


30 Church Street 
NEW YORK 7, N. Y. 
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THE NO. | BUILDING PAPER 


What the ANODE does 





Electronic tubes free electricity from the wire 


hewn eee 


One of the first steps in the extension of the use of electronics is to give people an understanding of what electronics is and the possibilities 
application. General Electric Company has published a number of pieces of educational material for this purpose and here are a couple of spread 
@ colorful and intriguing brochure, “How electronic tubes work,” which explains the construction and applications of the tube and the functions of its vario 


How Will Electronics Affect 
Judustriel Marheting? 


A review of the myriad applications of electronics 


and some of the marketing problems they will create 


PART Il 
Selling Electronic Devices 
@ BECAUSE of the 


industrial electronic 


“mystery” of 
electronics, the 
industry is faced with a marketing 
problem: the education of industry to 
accept the benefits of electronics, and 
to trust the supplier that the instruc- 
tions in the service manual are, ninety- 
hve per cent of the time at least, ade- 
quate to keep him out of trouble on 
maintenance and servicing. The aver 
age radio service man is not an elec- 
trical engineer. But he gets results be- 
cause he is supplied with service infor- 
mation by the set manufacturers. Edu- 


cation comes first, then, on our list. 


Selling Electronic Methods 


Second, is the sale of the benefits. 
Because industrial electronics is so di- 
verse in its applications, there is no 
To sell 


electronic welding we must sell execu- 


blanket rule we can follow. 
tive, designer, and factory man that 


spot and seam welding will do his job 


for him better than his old way. And 
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that is a marketing problem involving 
education of the designer on the engi- 
neering advantages, the executive on 
the economic advantages, and the fac- 
tory man on the practicability from a 
manufacturing standpoint. 


“BUILT-IN” ELectTRONIc DEvIcEs 

Many electronic control devices for 
industrial equipment are designed into 
machinery or machine tools, or are 
sold in conjunction with them by the 
machine manufacturer. 


Typical of these are electronic mo- 
tor controls; electronic control for re- 
sistance welding machines (spot and 
seam welders); electronic electrode- 
feed control for arc and flame weld- 
register control for 
packaging machinery; color register 


ers; “cut-off” 


control for printing presses (to elimi- 
nate starting and running losses caused 
by out-of-register operation); photo- 
electric counting and sorting devices; 
electronic contour followers for va- 
rious types of machines; and there are 
many more. 

During the past ten to fifteen years 
machine designers in a number of 
fields have come to rely on electroni¢ 
control. In some cases, as in packaging 
and resistance welding, the electronic 
control has made possible considerable 
improvement in the speed of operation 
or quality of results. 

With war-accelerated developments 
in electronic control application, it be 
comes more and more advantageous @ 
use electronic methods, so that ma 
chine builders who do use electroni¢ 
devices will in many instances hav 
distinct sales advantages over com 
petition. 

The actual dollar-value of the ele 
tronic control may be only 
fraction of the cost of a comp 
chine, yet the better performa: 
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new miracles 

















Housewives and clothing manufacturers need no longer be bothered with cloth that is 
longer on one edge than the other as result of this application of electronics. An elec- 
tronics weft straightener in textile mills detects a skew in cloth and instantly controls 


the operation which straightens it. 


vided may greatly increase the value 
und hence the salability. 

With current interest in industrial 
electronics running high, electronic- 
equipped machines will quite possibly 
attention- 


have better-than-average 


V alue. 


Selling Electronically-Built 
Products 


The effect that electronic manufac- 


methods will have on the in 


touch will be far-reach- 


turing 
dustries they 
ing. How will the aircraft industry 
solve its marketing problems, for ex- 


plane be- 


What new uses will 


ample, when the “flivver” 
comes a reality? 


be found for the vast supplies of 
luminum and other light metals when 
Will the food indus- 


find an electronic answer 


war needs cease? 
try one day 
to preserving garden freshness without 
dehy 


new 


packing, 
What 


products will come trom electronically 


cooking, expensive 


drating, or refrigerating? 


heated plastics and plywood? 


Electronics in Medicine 


The medical field for electronics is 
one with its own problems and lim- 
While x-ray diagnosis 


ited markets. 


and radiation-therapy equipment find 


44 


the creation of new 


Thus 


equipment for sale 


their into industrial 


hospital and infirmary, the problems 


way many an 
are peculiar to the medical field, and 
hence are omitted from this discussion. 
The electron microscope may prove of 
tremendous value in “fighting bugs.” 


Electronics for the Consumer 


And what of 
home? Radio, television, sunlamp, fac- 
simile—they have their But 
is talk of new devices. The 


lamp in the control of 


electronics in the 


entre. 
there 
germicidal 
disease? Researchers are still at work 
on that. 

Electronic control of lights? That 
is already practical. Why not an elec- 
tric eye to guard the human eye 
against inadequate lighting? How shall 
it be marketed? We can best 
power companies, 


learn 
that which 
have done so much to improve home 
and school lighting. More than 3,000 
schoolrooms already have G-E auto- 
matic light control to guard children’s 


trom 


eyes. 

Photography fans are already using 
small electronic timers for printing 
and enlarging, and the photo-electric 
exposure meter has a well-established 


reputation. 
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In the line of consumer. goods, elec 
tronic control of cloth manufacture i, 
now producing “photo-squared” bed 
sheeting. “Photo-squared” sheets can 
be ironed flat and square, and hang 
evenly. 

Dyes, paints, fine fabrics are now 
standardized for color by the elec- 
tronic color analyzer. Printing ink 
and dye manufacturers have gone far 
in standardizing colors and manufac- 
turing processes. The American Stand- 
ards Association in June, 1942, estab- 
lished a new “War Standard for the 
Specification and Description of Color” 
that offers both manufacturing and 
marketing advantages to industrial 
concerns in both war and peacetime 
pursuits. The electronic color analyzer 
or recording spectrophotometer is vital 
to this color-standard. General Elec- 
tric Company, through color stand- 
ardization, has reduced its number of 
“standard” black finishes from thirty 


to only four. 


Parts for Electronic Devices 


a half billion 
worth of electronic 


The manufacture of 
or more dollars’ 
devices (including home radio) per 
year is a sizeable business. Most elec- 
tronic devices, however, are assem- 
bled from standard tubes and parts 
(resistors, capacitors, coils, transform- 
ers, wire, etc.) and the supplying of 
these parts and tubes is a giant busi- 
ness in itself. There is a definite dif- 
ference in the quality of components 
used for various services. 

Industrial electronic devices are def- 
initely “over-designed” for safety and 
reliability. Electronic consumer goods 
in the low price field usually have a 
The elec- 


tronic parts business, then, has two 


lower margin of safety. 


marketing problems: in the consumer 
field, price predominates; in the indus- 
trial field, quality. Both have the 
additional requirements of standardiza- 
tion and of availability of parts for 
replacement. In marketing parts 
either field, the needs of the market 
and replacement outlets should be wel! 


considered. 
Looking Ahead 


Electronics is a big science—so big 
that we do not really know were " 


This much, thov gh, 


will take us. 
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no ten organizations, can cover all it 

ramifications even today in its 11 / anc) 
There are dozens of manufa cureh§ 

1943 


AC 


INDU 


: llion 
ronic 
per 
elec- 
ssem- 
parts 
‘orm- 
ig of 
busi- 
» dif- 


nents 


¢ det- 
\ and 
goods 
have 3 
elec- 
two SE — 
sume ANNOUNCEMENT 
ndus- & Atfrequent intervals FACTORY issues col- 
the & 'ctions of “HOWNEWS” articles on sub- 
tna jects of importance to plant management — 
wr cizs Sa service to plant operating men and to 
< for he advertising fraternity. 


rts in 


urket 


| 


wel 


“e FACTORY: 


MANAGEMENT AND MAINTENANCE 
A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK (18), N. Y. 


HE MAGAZINE OF “HOWNEWS” 





INES TO SAVE TIME AND MATERIAL 


RIAL MARKETING, September, 1943 








New G-E THY-MO-TROL Drive Gives 
You Full-range, Stepless Speed Control 








The application of electronics to D-C motor control is featured in the G-E advertisement 


each doing his part in his specialty. 
And the industry is bie enough for 
all. The important job ahead of all 
today is to advance the industry as a 
whole—to “broaden the market.” The 
elbow room will then take care of 
itself. 

The electronic industrics together 
have a tremendous opportunity to do 
America real service in planning for 
post-war progress, and in absorbing 
the thousands of clectronics-trained 


men of the second AEF. 

General Electric's breadth of inter- 
est in electronics takes the company 
into several fields of endeavor. The 
general plan of promotion is a “mar- 
ket-widening” one because electronics 
needs that kind of activity now to get 
it established on an even firmer foot- 
ing. 
field, 


consumer and trade space advertising 


In the radio and television 
are preparing for postwar markets for 
FM and television. Network radio is 
also being used in this program. 

In industrial lines, we have recently 
inaugurated two new series of adver- 
tisements in addition to campaigns 
already in progress: one is a general 
campaign which seeks to promote new 
uses through telling of a wide variety 
of applications. The style is patterned 
after news paper “classified” adver- 
tising. The ads are not “pretty.” They 
were planned as hard-working copy 
with eye-catching headlines. Returns 


to date have been above expectations, 
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running about three times normal for 
our business paper advertising making 
comparable offers. The second new 
series is a product campaign featuring 


GE Thy-Mo-Trol 


motor control plus a d-c motor. 


drive—electronic 


In our electronic resistance we'ding 
advertising, we are still selling resist- 
ance (spot and seam) welding as a 
process. 

In all cases we have tried to make 
the advertising do a wartime job, for 
electronic production aids are really 
going to bat for Uncle Sam. Case after 
case proves their value in saving time, 


materials, and manpower. 


Conclusion 


It is obviously not possible to cover 
comprehensively the entire electronics 
industry in a short discussion such as 
this. Many of the devices mentioned 
deserve discussion at much greater 
length in themselves; many devices 
and applications have been entirely 
omitted. 

However, it can be seen that the 
growth of electronics offers opportuni- 
ties for specialized effort, both in the 
electronic industries and in the indus- 
tries that are directly influenced by 
As Dr. W. R. Whitney, 


General 


electronics. 
honorary vice-president of 
Electric Company and founder of the 
G-E Research Laboratory, said recent- 
ly, “Electronics seems to me to be as 
great a field as electricity seemed but 
a few years ago. The new field 


seems infinite again.” 
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Poll of Automotive Advertisers 
Reveals Strong Postwar Competitior 


In a recent poll of the members of th 
Automotive Advertisers Council, 85.1 pe 
cent say their companies have set u 
definite plans for postwar activity, ind 
cating that these concerns feel that su 
cess after the war will require instant an 
effective action. In a list of major ec 
nomic problems which the council men 
bers expect to face America after tl 
war, “prices” stand fourth in the lis 
further reflecting expectation of kee 
competition 

In relation to what they did befor 
World War Il, 81.4 per cent of the 
automotive manufacturers plan greate: 
uctivity in markets outside the United 
States. It would appear that codperatior 
and far-sighted business statesmanship w 
prevent this competitior 
destructive, the rep 


be required to 
from becoming 
Savs 

The Automotive Advertisers Cour 
is composed of advertising and sales ex 
ecutives of half a hundred leading mar 
facturers of automotive replacement parts 
ind shop equipment 


accessories, suppiies 


DMAA One-Day Clinic 
In New York, Oct. 15 

The Direct Mail Advertising Ass 
tion will stage a repeat performancs 
last year’s successful one-day clinic, Oct 
15, in the Roosevelt Hotel, New York 
The theme of the meeting will be “What's 
Ahead in Direct Mail and Printed Pr 
motion.” The Graphic Arts Victory 
Committee will join the DMAA in this 
program so that members of the DMAA 
and all users of the graphic arts wil 
gain full benefit of the work that GAV( 
has been doing in cooperating with t 
government and the War Advertising 
Council on essential wartime projects 

The DMAA “Fifty Direct Mail Lead 
ers” contest will be held in connectior 
with the clinic meeting. Howard Kor 
man, manager of sales promotion and 
merchandising, McCann-Erickson, In 
New York, has been appointed chairma 
of the competition 

INDUSTRIAL MARKETING will again 4d 
nate the house organ plaque for the best 
direct mail campaign including the n 
effective use of | 


youse Organs 


Gischel Addresses Rotary 


C. E. Gischel, advertising manage' 
Walter Kidde & Co.. New York, an 
president of Industrial Marketers of Ne 


Jersey, addressed the Rotary Club 
Bloomfield, N. J., last month on the m 
portance of the experience of the advet 
tising man in directing mass thinking 
The purpose of the talk was to show h 
this experience could be used to esta 
lish good labor relations within the plant 
selling the employes on the company | 
icies and making them proud to be pa" 
of the companys war effort. W 

forty-eight-hour week mandatory 1! 
New Jersey area, employe moraie } 
grams are increasingly important 


Nordloh and Atwood Join Agency 





Paul C. Nordloh, formerly | hare 
of tractor advertising for Deere © ( 
Moline, Ill., and Clarence Atw I 
merly with Burton Bigelow Organ:zat 
sales counsellors, New York, ha - 





the staff of Klau-Van Pieters 


Associates, Milwaukee 
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. Information on your 
NEEDED AT ONCE! 





Y ork 
nat 
Pr Tomorrow’s customers are looking for you. 
-: What they need from you most, right now, 
MAA is adequate and useful product information. 
P- They need the best information you can give them 
the on products now available, 
aan or to be available later on. 
Lead Some want this information for immediate buying needs. 
7 Others want it now, in preparation for postwar buying, 
ea You have your choice of two ways to send it to them, 
Inc You can send it out in individual units. 
wo: Or you can distribute it to selected prospects 
& as an integral part of a bound file 
' bor containing similar information 
on the products of hundreds of manufacturers. 
The latter method — the Sweet’s method — 
assures its instant accessibility at all times 
nage in the office of each recipient. 
Nes Sweet's Files are in constant demand and use 
ud é throughout the inter-industry market. 
yet These files bring together 
nking thousands of buyers and sellers 
pt in the least time and at lowest cost. 
ge \rrange now to distribute essential information on your products 
pa in the Sweet’s Files which serve your markets.* 
ep * BUILDING AND CONSTRUCTION 
™ Sweet's File, Architectural 
Sweet's File, Engineering 
ncy 
hart POWER PLANTS 
2c Sweet's File for Power Plants 
MANUFACTURING 





Sweet's File for Product Designers 
Sweet's File for the Mechanical Industries 
Sweet's File for the Process Industries 








- ‘ m 
Sweet 7 Catalog Sert ice Div. F. W. Dodge Corporation, 119 West 4th St., New York (18), N. Y. 
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By FREDERIC |. LACKENS 


Winning the war, planning for the peace, and improv- 
ing usefulness of industrial advertising 


@ TWENTY YEARS from now the 
world will look back upon Dec. 

1941, as the beginning of the new 
world peace. Students of advertising, 
likewise may credit Pearl Harbor with 
point in the 


causing the turning 


career of advertising, for certainly 
faith in advertising was at low ebb in 
pre-Pearl Harbor days. It was looked 
upon with suspicion and distaste in 
high places and low, inside of govern- 


ment and without. 


Then war came to advertising, as 
it did to all America, and almost over 
night its status changed, as did its 
very character 

Government found something in 
udvertising to commend and to use in- 
stead of to criticize and annihilate. 
The average American citizen found 
advertising instructive, helpful—even 
incredible. And in industry, ad 
vertising proved indispensable to the 
winning of the war. 

Even the job of the industrial ad- 
vertising manager changed—the back- 
fire from Pearl Harbor hurled him 
from the peaceful pursuit of pencil 
pushing into the maelstrom of bond 
production 


selling, promotion, em- 


ploye training, safety campaigning, 
and conservation crusading. 

Instead of bumping his heels against 
the bandy legged support under his 
swivel chair and dreaming out at the 
distant skyline in search of “the in 
terrupting ideas,” he is now rubbing 
elbows with the man out in the shop; 
instead of knocking off at three 
o'clock in the afternoon to complete 


a foursome, he’s knocking out copy 
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President, National Industrial Advertisers Association 
Advertising Manager, The Hays Corporation, Michigan City, Ind. 


Organization and Objectives of NIAA 
for the Ensuing Year 


for a maintenance booklet at three 


o’clock in the morning; instead of 
trying to invent an excuse to take a 
trip out of town to help fill in the 
time, he hopes to high heaven he 
won’t have to travel and that he can 
find time enough some day to check 
the retouched dr iW Ings piling up on 
the corner of his work table. 

In the situation in which the in- 


dustrial finds 


advertising manager 
himself today he feels the need of 
banding himself with other members 
of the advertising pack, not alone for 
self protection, but for accomplish- 
ing the things that only the pack, by 
working together, can accomplish. He 
wants to do his bit. He wants to feel 
that he is essential and he knows that 
he can’t do much working alone. 
Perhaps that is why he is so in- 
terested today in his advertising asso- 


ciation, in his local advertising club. 


The NIAA 
The National 


tisers Association has within its mem- 
2.200, some 900 


Industrial Adver- 


bership of indus- 
trial advertising managers located in 
twenty-seven industrial centers of the 
USA and Canada. 

These men, with few exceptions, 
have been fighting on the industrial 
front with telling effect. Many have 
set records for War Bond sales, for 
employe training, for building worker 
Navy “E” 


grams, for increasing production, for 


morale, for award pro- 
promotion of plant safety and many 
other plant activities. In many in- 
stances they are acting on labor-man- 
things 


agement committees — doing 
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they never dreamed of two years ago 
All this aiding in the war effort is §. a 
, . . . . fC é 
the direct result of NIAA’s Victory ted 
. vectec 
Promotions Plan inaugurated last & 

. king 
year and carried forward under the 
able direction of Vice-President Wil pare 
mer H. Cordes, American Steel and §Pe yo 
Wire Company, Cleveland. It is 1 gi. T 
continuing activity and even greater BRertisir 





results are expected when the various 
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NIAA chapters get underway with &, will 
their fall activities which begin the oil 
September. nt. F, 
This does not mean that the mem rhete 
bers have been idle during the sum-@ 
mer. For the past several weeks as caer 
sistance has been rendered the War fF" %e 
Production Board, in codperation with fF Units 
the War Advertising Council, in pro- 3% pre 
moting the campaign on Cutting [00 
conservation and a new campaign on = 
hemp rope conservation. ¢ Marke 
‘Ng app! 
Postwar Planning toch div 
“PY tod 





While NIAA recognizes the fact 
that the first duty of its members ' 
to aid in the speedy winning of the 
war, it is not unmindful of the neces 








sity for planning now for the proper 
handling of the problems of peace 
Consequently a large share of NIAA 







activity in the months just ahead will 
concern itself with postwar planning 
In the development of this forward 


thinking, the association has pledged 
ex- 









itself to codperate to the fullest 
ti Eco- 
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tent with the committee 





nomic Development headed 





Hoffman. 





NIAA Objectives 


In order that the operatior 
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sizeable army of workers in advertis- 
ing be carried on with utmost dis- 
patch and effectiveness, definite ob- 
jectives have been set up. For the 
fiscal year, which is just getting un- 
derway, these objectives are listed as 


follows: 
NIAA Obvsectives ror 1943-1944 


1. Aid as much as possible in the 
winning of the war. (Cordes) 

2. Create and carry out a sound 
plan for marketing and advertising in 


period (in cooperation 


the postwar 
with CED) 


3. Establish adequate contacts with 


(Cordes) 


Washington for the purpose of watch- 
ing the trend of legislation affecting 
idvertising, of steering this trend in 
the right direction and keep members 
fully informed on the subject. (Bowe) 

4. Promote in every possible man 
ner the welfare of Free Enterprise. 
( Bowe) 

§. Cooperate more fully with con 
temporary advertising associations in 


advancing the cause of advertising. 
( Bowe ) 

6. Foster in the minds of the gen 
eral public a better understanding of 


and a greater faith in advertising. 
( Bowe ) 
Foster i 


better understanding 


and coéperation among advertisers, 


publishers, and advertising agencies. 
(Ballantyne) 

8. Create a closer bond between 
individual chapters and between the 
body. 


chapters and the national 


{ Rohrer ) 

9. Improve chapter programs 
( Rohrer ) 

10. Raise the status of the indus- 
trial advertising manager in his own 
mind and in the mind of management. 
(Professional development, McKibbin) 

11. Aid in the 


manager 


re-conversion of 
idvertising members and 
their departments to pre-war status. 
(McKibbin) 

12. Continue and enlarge employ 
ment activities. (¢ reagh) 

13. Expand the study of the fun 
damentals of advertising and _ thei: 
ipplication. (McKibbin) 

14. Provide 


members in data sheet form 


information to 


(Ballan 


more 


tyne ) 
15. Improve appearance and effec 
tiveness of industrial advertising 
(McKibbin ) 
It will be noted that 


after each 


objective is given the name of the 
vice-president W ho will be responsible 


for carrying out the objective The 
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Organization of National Industrial Advertisers Association, 1943-44 





PRES IDENT 
Frederic I. Lackens 
The Hays Corp., Michigan City, Ind. 
i 
EXECUTIVE COMMITTEE ADVISORY COMMITTEE 
Past President 
a ‘ allantyne, re Herbert V. Mercready, Chairman 
ectr Auto-Lite Magnus Chemical Co., Garwood, N. J 
. r Rowe y Y 
rrie rpora yracus N ates Army, Cincinnati, 
Oi low rdes e-Pre ly, 
mer eel *® Wir eve lan C siness Papers, Inc 
iwar reag e Sharles McDonough, 
mer ar si ge por an -ombustion Engineering » New Yor 
hr v pli Pr - F.0. © 
~ | N.I.A.A. HEADQUARTERS ae : 
. an West ing | Buc yrus-Erie Boe uth Milwaukee, 8 
2a bat | 100 E. Ohio St., Chicago Wa. E. Mckee, 
Kunke 1 re Mildred R. Sebdster American Rollitg Mill - Middletown, 
me Fi r nee 4 rt retar% 
. mb . = feadquarters ecretary 





DEVELOPMENT OF THE ASSOCIATION 


PUBLIC RELATIONS CORPORATE RELATIONS 


Arnold Andrews 


" Finance 
New Lega 1 


wadquarter 





Development Of The Chapters 


ADMINISTRATIVE 


| 
| WAR ACTIVITIES WEST COAST OPERATIONS 





4 
Wilmer } orde John F. Kunkel 
t J L 
| 
- A 
~— CANADIAN OPERATIONS 
: John A.M 2 Liles 
we 
mi 
‘ ur 
War Ad Y 


CHAPTER RELATIONS 


DEVELOPMENT OF THE INDIVIDUAL 


em 
Mi MRERSH IF 
Member i 
. oo 
‘ NA A ITIES ADMINISTRATIVE 
= er 
as ad e 


division of the work of the various 
vice-presidents iS given in the accom- 
panying chart of NIAA organization. 
This chart is laid out much the same 
as that of the preceding administra- 
tion. A study of it will give one a 
pretty good idea of the scope of the 
operations of the National Industria! 
Advertisers Association. 

The governing body in NIAA is the 
board of directors consisting of two 
representatives from each chapter. It 
is customary for this board to hold 
two meetings a year, one in connec- 
tion with the annual conference and 
another at the mid-year period. In 
1943 there was no annual conference 
of the usual all-membership type, al- 
though the conference at Cleveland 
in June substituted for the annual 


and the meeting of the board of 
directors and election of ofhcers was 
held as usual. The old board of direc- 


tors meets just to the confer- 


prior 
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PROFESSIONAL DEVELOPMENT EMPLOYMENT 


uv Mc Kibb in 


na urse Nat = ment 


ence and the new or incoming board 
meets immediately following the con- 
ference. This board formulates the 
policies of the association and reports 
are made to it of the work accom- 
plished by the various members of the 
executive committee (vice-presidents), 
under whose direction the work of 
the association is accomplished The 
names and connections of the mem- 
bers of the executive committce are 
given on the chart. With three ex 
ceptions, all members of the executive 
committee are new this year. 

At the right, on the chart, af 
listed the names of the advisory com- 
This committee, instituted by 
Herbert V. Mercready last 
official at the last 
The 


past 


mittee. 
President 
year, was made 
meeting of the board of direct: 
committee consists of the last 


presidents, with the immedia 
The commit- 
tee has no powers: its duty is to 1dvis 


past 


president as chairman. 















































“Its Readers are the Engineers 
and Contractors Who Control 


Specifications, 


Installation and 


Maintenance’... 






j 
Ae THESE READERS 


Lge serve over 36,000 
& piants but that’s only 
part of our coverage story 








Industrial air conditioning (and hesiing and piping) 
jobs are purchase-controlled by the engineer within the 
plant, by an independent contractor, or by engineer and 
contractor working together. 


Subscribers to HEATING, PIPING & AIR CONDITION- 
ING are, in this manner, responsible for meeting the air 
conditioning, heating and piping requirements of over 
36,000 plants, broken down as follows throughout industry: 
Food, 6,669; Textiles, 3,706; Forest Products, 1,457; Paper, 
1,438; Printing, 526; Chemicals, 2,403; Petroleum and 
Coal, 626; Rubber, 469; Leather, 764; Stone, Clay and 
Glass, 1,306; Iron and Steel, 5,238; Nonferrous Metals, 
1,672; Machinery, 6,117; Transportation, 2,081; Miscel- 
laneous Industries, 2,235. 


In addition, this field-leading paper reaches consulting 
engineers of paramount importance on all types of 
present or post-war building projects (plants, offices, 
stores, hospitals, schools, ships); and engineers of large 
buildings, government offices, etc., who control an ever- 
increasing volume of work. 


By every standard of comparison, HEATING, PIPING 
& AIR CONDITIONING deserves to carry your major 


‘ - —_—, a publicity effort, if you have any product to sell the 
| 2 . field now or in the post-war era. 


KEENEY PUBLISHING cOMPANY 


Air-Conditioning Headquarters ... 6 N. MICHIGAN AVE., CHICAGO 
Also Publishers of American Artisan 


Hil 











and assist the president in the conduct 
of the affairs of the association from 
in “outside” and a long range view- 
point. 

The president conducts the affairs 
of the association, operating through 
a board of eight vice-presidents who 
form the executive committee. Two 
of these have been 
specifically assigned to the West Coast 
and Canada, respectively, so the chap- 


\ ice-presidents 


ters in these districts will feel more 
closely bound to the parent organiza- 
tion. 
Each 
“portfolio” of activity. The subjects 
in each portfolio for which the mem 


vice-president is assigned a 


bers of the executive committee are 
responsible are listed on the chart. 
The subjects, it will be noted, are 
grouped under three main divisions: 
Development of the Association, De- 
velopment of the Chapters, Develop- 
ment of the Individual. 
The vice-presidents, in turn, ap 


point various committee chairmen 
from the ranks of the chapter mem- 
Carrying oul the 


In this 


bers to assist in 
details of the several projects. 
manner every chapter is involved in 
the work of the national body. The 
power of 2,200 men and women is 
thus effectively harnessed. 


A Personal Note 
The list of 


framework 


objectives as outlined 
provide the Ww hich 
the structure of NIAA will be built 
in 1943 and "44. It presages a busy 
There 1s 


upon 


year for the association. 
nothing in this list, formidable as it 
may appear, that is impossible of ac 
complishment. But it will require the 
whole hearted support of every man 
Jack in NIAA. 
As president of the largest single 
body of advertising men in the world, 
1 would like to repeat in part what | 
said at the initial meeting of the new 
board of directors when I was elected 
in June: “I hold no personal illusions 
as to my fitness for the high honor 
you have bestowed upon me and | 
can promise you only this: that I will 
the job all of the interest 
and what ability 


put into 
that I can muster 
I might possess. 
“From an experience of six years 
with the inner workings of NIAA 
I have a fair understanding of its 
weaknesses and its potential strength. 
I am not much concerned about its 
weaknesses, for these can and will be 
overcome. I am, however, awed by 


its potential strength. 


58 








“Think what a body of determined 
men and women, 2,200 strong, could 
do if they really put their brains and 
their muscles to any given task! 

“My job in the months just ahead 
as I see it for NIAA is to organize 
this strength into the most effective 
action possible along four main lines: 
(1) To aid in the winning of the 
war; (2) to create a sound plan for 
(3) to 


the winning of the peace; 


foster on the part of government and 





the public at large a better under- 
standing of the purpose and sincerity 
advertising; (4) to 
solidify and unify the interests of our 
jobs as advertising managers, agency 


of industrial 


men and publishers. 


“In order to do this we must act 
not as twenty-seven isolated chapters, 
but as an international unit of 2,200 


men and women 


perpetuation and the perfection of in- 


dustrial advertising.” 
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The industry that serves all industry ... Koppers Compony and Affiliates 





This colorful poster, 23!'/2x37 inches in size, showing flags of the United Natior 
true colors has been given nationwide distribution by Koppers Company and its 
In reduced size, it has also been used as an insert in twenty-five business pape 
printing was 25,000; another 5,000 has been ordered. Ketchum, MacLeod & Grove 
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Gar December 


MERCHANT 


December MACHINERY will 
be sponsored by the U. S. Mari- 
time Commission as a Merchant 
Shipbuilding Number, paying 
particular tribute to the skill 
and ingenuity of the metal- 
working industry. Through the 
guidance of the Commission, 
MACHINERY’S editors will 
cover those shipyards and shops 
which are considered excellent 
examples of what it takes to 
make the shipbuilding program 
tick. 


The result, published in De- 
cember MACHINERY, will be 
a factual survey of the metal- 
working practices employed in 
successfully accomplishing the 
greatest shipbuilding achieve- 
ment in history. 


MACHINERY 


148 Lafayette St., 
New York 13, N. Y. 


NAVAL CONSTRUCTION 
MERCHANT MARINE 
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ideas and Comment on Catalogs — Booklets — Direct Mail — Exhibits — Motion Pictures — Slide Films — $éfes Help: 












Advertising Managers Employ Skills | 


in Solution of Wartime Problems 


Westinghouse Uses Puppets 
In Recruiting Women Workers 
i) A NI W W RINKLI was added 
to industrial methods of recruiting 
war workers at the Westinghouse 
Lamp Division when puppets were 
used recently in an effort to combat 
the company’s manpower shortage. 

A company of ten marionettes with 
a cast which included Hitler, Mus- 
solini, and Hirohito performed five 
times a day at the outdoor Victory 
Theater in Newark. The show en 
titled “Mrs. Bumble Sees the Light” 
was created for Westinghouse by the 
famous Sue Hastings Marionettes of 
New York. It was presented as the 
feature attraction of the recruiting 
program sponsored by the War Man 
power Commission and the U. S. Em 
ployment service to put more than 
20,000 new workers into war indus 
tries in this area 

Hitler, Hirohito and Mussolini are 
the villians of the show, a one-act 
play which tells the part an average 
housewife can perform in helping de 
feat the Axis through producing vi 
tally needed electronics tubes and 
lamps for the armed forces. 

Five women, experts at their jobs 
in turning out this essential equip 
ment, ilso carried on production at 
workbenches set up in the park. War 
Manpow er Commission representatives 
interviewed applicants for positions at 
the Lamp Division and explained the 


jobs open to women. 


+ 


Publishes Postwar Digest 

For Janitrol Distributors 

@ WITH the deluge of material be 
ing published ibout postwar plan 
ning the average business man really 


needs a librarian to watch out for 
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"Mrs: Bumble Sees the Light" is the title of this Sue Hastings marionette show dramatizing § 
the part an average housewife can perform in the war production program. It wes used 













in connection with a drive for women workers for the Westinghouse lamp division during * 
recruiting program sponsored by WPB and the U. S. Employment Service for 20,00 workers § 
that which is of specific interest to ers, and distributors of its 
him and even to digest that to en- heating equipment. The re 
ible him to keep up with it. Surface “Digest of (Postwar) Mark 
Combustion, Toledo, has done some- bi-monthly condensation o! 
thing about it for the utilities, deal- from leading publications, 
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by available workers and from available materials. 
‘Ersatz” means substitute, here as in Germany. War- 
built equipment, we suspect, can’t hope to match 
peace-built, top-quality power producers. 


Power equipment goes today to ultra-needful utilities 
and vital new war plants, tomorrow only to ships. What 
service life will be left after this equipment strains to 
meet production quotas and delivery schedules for 
the rest of the war? What kind of maintenance can 
be done when time is not available? 


The public already wants over two million cars, over 
a million radios, almost half a million kitchen mixers, 
countless other products. Only a sprinkling can be 
made with present change-backs. Post-war desires will 
be fanned with television, photo-electric units, FM radio, 
flivver planes, and dozens of other war-speeded ideas. 
To build these products will take even more power 
—vet to be built. 


Other nations already want our machines, our cars, 
our phones, our radios, our planes, our power equip- 
ment —all the things that make our lives easier than 
theirs. How else can they replace lost plants, lost men, 
dissipated stockpiles? Thus export demand will com- 
pete with domestic. 


Countless companies have their best designers busy 
working out products for tomorrow. New products 
we've already heard about will make the average Amer- 
ican power plant look like a Model T Ford. 


As change-backs occur, now or after armistice, power 
equipment must be repaired and modified to meet the 
new jobs. After World War I, one big equipment 
builder found trouble making new units because he 
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25,000 Net Pa 


was so busy altering and replacing parts on his older 
ones. Resold equipment makes more orders rather than 
fewer. 


Will They Kn 


Power buyers are changing — one in every five 
POWER subscribers changed job, title or address last 
year. This appalling turnover of manpower largely nulli- 
fies up-to-now sales efforts, and personal selling’s ad- 
vantages of acquaintanceship. When tomorrow comes, 
the words you must fear are “Never heard of you!” 


In peace or war, power is essential to our very living. 
We have become familiar with it, so familiar that we 
never miss it until we can’t get it. 

But power engineers know how important their jobs 
are. That’s why they make a fetish of maintenance. As 
top power men in their organizations, they buy power 
equipment, fuels and supplies for all industry, all busi- 
ness, all institutions — wherever power, steam, hot or 
cold water, refrigeration, air conditioning or compressed 
air are produced or used in quantity. They're buying 
right now, to fight winter, war and wear. 

25,000 power engineers, operating the plants which 
produce 85°, of America’s power, look to POWER 
every month for the operating information they've got 
to have — 50°% more than pay to read any other power- 
field publication. They and their subordinates form an 
audience of 80,000 or more potent buyers. 

Power multiplies man’s best productive efforts, just 
as POWER can multiply your selling effectiveness. 


Through consistent advertising in POWER you can 
do three vital jobs simultaneously: 


Help to keep America's power plants running by 
explaining how to use your equipment efficiently. 


Help to train the thousands of new men taking old 
jobs. 


Build good will that means acceptance for your 
peacetime products. 


id circulation 


Ww HILL PUBLICATION ; 
42nd st., New York, N. 


330 Wes! 
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A barber shop quartet was one of the highlights of a minstrel, “Victory Show for the 


USO," recently staged by war workers of the Operadio Mfg. Company, St. Charles, Ill., 
all profits going to the local USO. Photos of scenes incident to the show were later 
used in local advertising headed “Get Acquainted with Operadio” folks to get new workers 


Sales Promotion. . 


neni 





charts, and diagrams pertinent to the 
interests of the company’s customers. 
In format it follows Reader’s Digest; 
the first issue is 40 pages, plus a long 
accordion-folded four-color chart of 
business booms and depressions since 
1775. 

The foreword of the initial issue 
says: “Through this medium we aim 
to present data on building, purchas- 
ing power, customer preference, buy- 
ing and population changes, and other 
market information which will help 
you keep an ear to the ground and a 
shoulder to the wheel in preparation 
for V-day and its accompanying prob- 
lems.” 

The circulation of the publication 
approximately 


has been started at 


5,000 copies. It is produced by the 
advertising department under the di- 
rection of W. J. Grover, marketing 


director. 

+ 
Sets Up Maintenance Plan For 
Diesel Electric Plants 
@ TO KEEP essential power gener- 
ating plants operating at maximum 
output, a “Victory Maintenance Plan 
for Diesel Electric Plants” has been 
dev eloped through the cooperative ef - 
tort of the Diesel engine manufactur 
ers and the Westinghouse Electric and 
Mtg. Company. 

As most municipal and industrial 
plants are operating both regular and 
standby units at full capacity, prope: 
maintenance is now imperative. All 
possible steps should be taken to pre 
vent breakdowns or emergency re- 
pairs. As a contribution to better and 


66 


more adequate maintenance programs 


for Diesel engines and _ generators, 
Westinghouse consulted engine build- 
ers for assistance in the preparation 
of this information so that a com- 
bined plan for the units could be es- 
tablished. Victory 
Maintenance Plan may now be se- 


Copies of this 


cured from the Diesel engine manu- 
facturers. 

Prepared as a portfolio, this plan 
includes and eighteen-page Operating 
Guide booklet that covers complete 
information on the necessary steps for 
maintenance and inspection programs, 


Check 


and Electrical 


Mechanical 





The sixth of a series of full color posters, 
produced by General Cable Company, New 
York, across which has been printed part of 
@ poem written by one of the employes 
which won first prize in a contest for a title 
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Charts based on frequency of Inspec- 
tion, and a sample form of a recom- 
mended Diesel Engine Operating Log 
which, when filled out, will serve to 
determine the proper scheduling of 
inspection intervals to meet individual 


plant requirements. 


Unusual Technique Used For 
Booklet on Case Sealing 

@ CONFRONTED with many rad 
ical changes in shipping containe: 
specifications and handling, covering 
everything from fibreboard stocks to 
“immersion testing” and “drop test- 
ing,” the average manufacturer to- 
day finds himself “between the ferry 
and the dock” . . . inexperienced pack- 
ing and shipping department person 





As a promotional piece, George S. May 
Company, Chicago, is distributing this De- 
duct-O-Graph, which automatically shows 
proper payroll tax deduction by moving dial 
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A wall chart presenting three methods by 
which fitting problems may be solv: when 
the proper fittings are not immediate a 
able is being distributed for The ‘mperé 
Brass Mfg. Co., Chicago, by distributors 
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HE 


AVIATION 
£ QUIPMENT 


A Complete Illustrated and 
Descriptive Handbook of 
Aircraft Equipment 


PLUS 


A Complete Source Book and 
Directory Combined in 


O . 


=e: 
iledelphig 


THE 





Handy Volume. 


® The tremendous growth of the aircraft industry has emphasized 
the increasing need for a compact, ready reference work book for 
the men in aviation who buy or specify the parts, tools, equip- 
ment, machinery and materials which are used in the manufacture 
of aircraft. 


e AVIATION EQUIPMENT RED BOOK is designed to answer 


this need. 


© It will be a comprehensive, illustrated encyclopedia which will 
describe and picture every typical part, piece of equipment, ma- 
terial, tool or machinery applying to the aircraft industry. 


® This will be uniquely combined with a complete source list 
of all of this equipment directly appended to the illustrated de- 
scription in each instance. 


® There is no such conveniently arranged or all-inclusive 
handbook and source book now available. 


* It does two jobs in one simple operation. It tells the reader 
what a piece of equipment is, what it does, and in the same mo- 
tion and on the same page, where such equipment can be bought. 


* This two-in-one effectiveness makes AVIATION EQUIPMENT 
RED BOOK entirely unique and distinct from a simple direc- 
tory of sources. 


* It will be distributed on a controlled free distribution basis to 
a hand-picked list of chief engineers, production engineers, de- 
signers, chief foremen, chief maintenance men, purchasing agents, 
and all other active executive personnel who buy or specify air- 
craft equipment. It will be distributed to these men in all aircraft 
manufacturing plants, parts and accessories plants, commercial 
transport companies, engine plants, airports, air service stations 
and army and navy air force personnel in these categories. 


-HAIRE PUBLISHING COMPANY} 


ANOTHER DISTINCTIVE SERVICE IS OFFERED 
INDUSTRY WITH THE PUBLICATION OF 





FOR 
AIRCRAFT ENGINEERS 


AIRCRAFT PRODUCTION MEN 
AIRCRAFT DESIGNERS 
AIRCRAFT MAINTENANCE MEN 


ALL MILITARY AIR FORCE 
ENGINEERING, MAINTENANCE 
and PURCHASING PERSONNEL 


PURCHASING AGENTS 
STUDENT ENGINEERS 
AVIATION MECHANICS 
AVIATION SCHOOLS 
AVIATION LIBRARIES 


Advertising forms close 
November 1, 1943. 


Reservations for special 


positions considered in 
order of their receipt. 


a 
Write now for rates and 


mechanical requirements. 


Specialized Business Papers With Selective Editorial Appeal 


1170 Broadway, New York 1, N. Y. 


* Boston «+ Pittsburgh + Chicago «+ Cleveland + Detroit 


Atlanta + St. Lovis - Los Angeles 































HARRIS 


"God Bless America and Her Allies’ 


figures symbolize the barrier 


upon human liberty. 


Sales Promotion 


SELYBOLD 


beyond which the destructive forces 
The date blocks around the picture are handled in tones of brown 


POTTER COMPANY 


is the title of the T. M. Cleland painting featured 
on the mid-year calendar of Harris-Seybold-Potter Company, Cleveland. The United Nations 


must not trespass 





nel on the one hand, and the absolute 


necessity for complying with regu 


lations created by war conditions. 
To help meet this situation, The 


F. G. Milwaukee, 


has just published a highly informa- 


Findley Company, 


tive, vet extremely entertainingly 


written handbook on shipping pro 


cedure under the intriguing title: “So 


You Know All About CASE SEAL- 
ING?” Printed on durable kraft 
paper, profusely illustrated, and 
packed with the pertinent observa 
tions and helpful suggestions of an 
Old Timer” who has kept pace with 


shipping progress, the booklet is in- 


tended to promote greater efficiency 


ind economy in packing. It consists 


ot twenty-four pages 344 x 8 


ine hes 
The 


easy, 


entire booklet is written in 


conversational style, with the 
7 co ea” 
the talking 


ture of 


(Findley Glue Guy) doing 


more or less in the na 
chat with packing 


No at 


the pub 


a personal 
ind shipping room personnel. 


tempt was made to favor 


I ind 
The 


are pointed 


, . 
lisher’s products, references to 


ley s adhesives being incidental. 


contents of the booklet 


directly toward more careful and ef 


70 


ficient sealing of shipping containers, 
covers the proper care and use of vari- 
ous adhesives, discusses problems en- 
countered in export shipping, and con- 
cludes with a double-barreled spread 
and 


of timely “Don’ts” 


“Do's.” 


Case-Sealing 


STEEL 
VICTORY 


STEEL 
ARMY WAVY 





B. Bair 


Pvc. Harry 


| hope you are sall producing as much as you 


m and keep hus ng those bonds because that is 


vow this war is going to be won. It takes more 
than us to win this war because we have to have 
things co work with made of stecl. Some day that 
tcel may save our lives Keep up your good 
work 


Personal and human interest is put into a 
series of posters for display in the plant of 
Luken Steel Company, Coatesville, Pa., by 
showing pictures of former workers now in 
service and quoting from letters they write 
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Quizzes Uses to Determine 
Satisfaction With Service 


@ “HOW WELI 


ice facilities holding up under war 


are cCustomer-ser\ 


time pressure?” is a question that has 
confronted many manufacturers in 
the past year or more.  Fruehauf 


Trailer Company, Detroit, which for 
vears has stressed its nationwide fac 
tory branch service in advertising and 
sales presentations, decided recently t 
answer from thx 


get an authoritative 


people who are most concerned—the 
customers. 
Following an unconventional, lead 


ing-with-the-chin technique, a ques 


tionnaire was sent to a large list of 
Fruehauf users, asking these three 
questions: 

Have Fruehauf branches been do- 
ing all, most, little or none of your 
service work? 

Has the quality of our branch 
service work been excellent, good, 
or poor? 

Has the speed with which they 


handle it been satisfactory, fair or un 
satisfactory? 
merely to 


asked 


to each 


Customers were 


check one answer question. 


The response to the survey was con- 
sidered satisfactory. 


+ 


“Victory Production 
News” of Allis- 
Milwaukee, 


+ A feature of 
and Maintenance 
Chalmers Mfg. Company, 
articles on 


index of selected 


is an 
maintenance from current issues of 
business papers. 
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Bir, eS sed 


A series of two-color posters showing how 
air valves, hose couplings, and fitting’ § 
should be properly cared for in order" § 
avoid low pressure in air lines being 
offered by Ingersoll-Rand Co., New Yort . 
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ch: 
the 
“CATALOG-ITIS” is a two-sided disease. Lately it has 
AC ; . ; . . 
hit many manufacturers serving the electrical field. 
ies 
ol In a nutshell, it’s the combined headaches of creating 
” a new, adequate catalog — and then getting it into 
ra the hands of the people who actually specify and 
out requisition 
’ E-B-R (Electrical Buyers’ Reference) started licking 
nen =_T . 
f.: Catalog-itis’ for you when we developed the 
Briefalog’’, an original version of modern, con- 
hey densed cataloging. This year, for instance, this 
un technique enabled us to bring together in ove, easy- 
to-handle volume, the information in 290 catalogs, 
to ‘ . 
‘ion plus an indexed directory of 3500 manufacturers of 
con: electrical and allied equipment. 
ay 
Ae= 
tion 
lis. vs 
ikee, 








/ Ger these free, helpful booklets 


HOW TO CURE “CATALOG-ITIS” — Six well-documented case 
studies showing how the E-B-R crew worked with 
manufacturers you know, and licked their catalog 
troubles. 





MODERN CATALOGING — Here are the “whys” and 
“wherefores’”’ of the kind of catalog material men who 
specify and requisition want today, the facts on how 
they work with catalogs, etc. 


quicx facts — This is the E-B-R story highlighted to 
give you all the working details you need right now. 








W rite E-B-R for your free copies today. 


your “Catalog-itis’ 





E-B-R and McGraw-Hill list 
builders had been busy fine-tooth-combing the elec- 


In the meantime 
trical field, checking and rechecking new names, 
titles and addresses, government people, etc. — to 
get and keep our list as near-perfect as possible. The 
1943 E-B-R had 30,000 users — many new and un- 
known to you, including top priority people. 

There are a dozen darn good reasons why the new 
1944 E-B-R can save your customers, prospects and 
yourself lots of time and trouble and money next 
year. It's going to close September 15th so please 
write us now while there's still time to help you. 
Address . E-B-R, McGraw-Hill Publishing Co., 


330 West 42nd St., New York 18, New York. 
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A medal for Nancy 








Weatherhead 








Only a 





woman can tell this story... 








Suppose My 





girl was a Bataan widow... 


Y 


Weatherhead 








Human interest copy designed to intensify war pro- 


duction is signed by the president of the company 


By GENE P. ROBERS 


Advertising Manager, The Weather- 
head Company, Cleveland 


@ IT’S something other than an or- 
dinary venture when a large manufac- 
turer, whose sales have always been to 
other manufacturers and to jobbers, 
decides to carry his advertising mes- 
sages directly to the consumer, and 
does so through a sizable string of 
newspapers. 

The first reaction of some individ- 
uals to such a program is one of puz- 
They 
this particular manufacturer is ad- 
They buy 


indirectly. 


zlement. want to know why 
dressing the general public. 
his products, but only 
Why is he interested in them? 

We at Weatherhead have an answer, 
and no doubt a good many other in- 
dustrial concerns who have been 
thinking about the future have an- 
We have 
adopted the ideology of the market- 


swers for this question too, 


ing group that says no matter how 
remotely you deal with the public, 
you are bound to benefit in a number 
of ways from direct consumer adver- 
tising—depending upon the campaign 
itself, of course. 


When we 


new spaper campaign, scheduling sev - 


launched our current 


enteen newspapers in nine principal 
cities, we had three things in mind: 
our responsibilities to our employes, 
our responsibilities to our customers, 
and our responsibilities to the public 
at large. 

Let’s take the employes first. Like 
many other companies, we're thinking 
about the future and the problems 


which will come in the postwar pe- 


The first three ads in Weatherhead's news- 
paper campaign are directed toward com- 
bating absenteeism and aiding production 


INDUSTRIAL MARKETING, September 


riod. We want to retain as many of 
the 4,500 employes now WOrKing at 
our four plants as possible. In ordet 
to do that, we are developing new 
products which may bring us tato the 
consumer market for the first time 
We are laying the groundwork ‘for ou: 
possible entry into that field through 
When the 
time comes, our names will be known. 
Our products will be familiar, and 
will be easier to sell. We will be a 
larger company, requiring more em 
Thus, every new advertise- 
ment is a step toward 
brighter future for both the compan 


newspaper advertising. 


ployes. 
building a 


and the employes. 

Our customers in the past have 
been largely jobbers who resell our 
products, and industrial firms which 
incorporate the parts we make in their 
own products. Since these products 
may ultimately be used by an individ 
ual or a business or another industry 
we are obligated in many directions. 

Probably no single medium is s° 
all-inclusive in coverage as the daily 


Through it we can reach 


newspaper. 
all buyers and sellers and the end- 
users of Weatherhead tube and pipe 
fittings and flexible hose and hose as- 
semblies. We can deliver the mes 
sage effectively, telling them of these 
products and their qualities. When 
a consumer buys, say a refrigerato! 
or an airplane, he will buy with 
greater confidence in the knowledge 
that Weatherhead 


parts are 1 the 
When our jobber and 


mechanism. 


industrial customers buy our products, 
they will hav ea solid advertising cam- 5 
paign back of them, creating mom 5 
sales in the old markets and new sales 

in new markets. In_ bringi this i 
about, we are recognizing a denmt & 
responsibility to those with whom wt & 
do business. The broad app of 

newspaper advertising is the perfec! ; 
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on the Home Front / 


and ONLY Metal-Working 
can replace it | 


There’s a war of attrition going on right within our own shores—the drain 


of time and tremendous loads on the Nation’s transportation facilities. An 


estimated 2,000,000 passenger cars and trucks were taken from the roads 


in. 1942 alone, and only prodigious effort has kept our over-worked 


railroads and motor vehicles on schedule. 


NEEDED: MORE ROLLING WHEELS! 
A break-down of hauling capacity at home would be 
as fatal as a lack of bullets abroad. So while builders 
of planes, self-propelled guns, ships and similar 
still-critical armament keep at their tasks, other 
Metal-Working plants have reconverted facilities to 
step up production of transportation equipment. 
Locomotives, rolling stock, heavy trucks . . . domes- 
tic products now needed as tools of war! 

Fortunately for all of us, the makers of these ve- 
hicles took such giant strides with their previous 
armament assignments (look at the tank program!) 
that they were free to resume their normal work. 
And as industry catches up on quotas of other 
items, or the shifting tides of battle dictate switches 
in war requirements, still more Metal-Working 
plants will adjust or reconvert. It is said that even 
passenger car production (for essential needs) may 
be resumed on a limited scale in 1944. 

No hazy, all-of-a-sudden “post-war hour” lies ahead 
for Metal-Working. A series of ‘“Reconversion 


AMERICAN 





MACHINIST 


Points” for different divisions of the industry has 
already started ... and no one can foresee just 
> 


when and where new opportunities will open. 


METAL-WORKING: BIG, BROAD, ACTIVE! 
Whether the output of the multiple markets of 
Metal-Working be destined for war service or civil- 
ian use, there is and will continue to be an enormous 
over-all demand for a wide variety of products: 
Materials of manufacture, such as steels, aluminum 
and plastics; parts like bearings, gears, switches 
and fasteners; small tools, shop supplies, equipment 
and services; high-speed machine tools and other 
production machinery. 

American Machinist takes your story straight to 
important buying influences throughout this vast 
field . . . maintains contact with the men who are 
producing for war and who will be key factors in 
reconversion. Keep advertising, keep it helpful, and 
you'll be “in” at change-back time. 


A McGRAW-HILL PUBLICATION 


330 West 42nd Street 
New York 18, N. Y. 
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adjunct to the direct industrial and 
trade campaign we have been con 


ducting for years and will continue. 


Responsibilities to Public 


That brings us to our responsibil 
ities to the public, and the relation 
ship our advertising may bear to them. 
Every large business has these responsi 


bilities. The labor unions are harp 


ing about them constantly. Fortu- 
nately a good many of our major 
American businesses do not have to 


be reminded of these responsibilities. 
They have all sorts of going programs 
of public service ranging from those 
which are largely promotion to those 
which are sincere benefaction. 

The War Advertising Council has 
pointed the way to the advantageous 
We have 


been advised to help the country, and 


use of wartime advertising. 


ourselves too, by fighting complacency 
and absenteeism. Weatherhead is do- 
ing that and more in its newspaper 
Strong emotional appeals 
are being used in 1,500-line ads in 


seventeen newspapers in nine principal 


campaign. 


cities. The copy dramatically em- 
phasizes the increased suffering and the 
loss of life resulting from time lost 
on the production lines. 

chosen for this 


Cuties newspaper 


campaign are those from which the 
most of our business has come in the 
past, and where the people are most 
familiar with Weatherhead products: 


New York, 


Detroit, Chicago, and Seattle. 


Cleveland, 
Others 


Washington, 


chosen are the home cities of Weath 


erhead branch plants: Los Angeles, 
Columbia City, Ind., and St. Thomas, 
Ontario The New York ofhce of 


Maxon, Inc., developed the copy and 


is handling the placements in codp 


eration with the writer 


Public Relations Essential 


In oul opinion, new Spapel idver 


1 ! 
tisements sucn as these will play an 
important role in indus 


When 


being devoted to 


increasingly 
trial idvertising the war 1s 
ovel the space now 
patriotic OF institutional copy will be 
advertisers’ 


The work 


ot the public relations specialist, now 


converted to use in the 
public relations activities. 
neglected or completely ignored by 
many companies, will finally be recog- 
essential of 


nized as an progressive 


business. The public relations spe 
cialists will have paid space at their 
command and will use it honestly and 
esteem for their 


properly to build 


companies. 
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The Nanonei 
Supply Compeny 


One of a new series of ads being run in 
newspapers and business papers by The 
National Supply Company to tell how the 
petroleum industry is contributing to the 
war program. Meldrum and Fewsmith, 
Cleveland, is the agency handling account 


Public relations will be more than 
mere press-agentry. It will come into 
its own as the important liaison work 
it should be, between entrepreneur and 
the public. Businesses will shape their 
policies after conferences including 
the “big three’—the market research 
specialist, the advertising manager, 
and the public relations director. Com- 
plete, cleverly directed sales cam- 
paigns will start by finding out where 
and what sales may be anticipated plus 
all potentialities. They will carry on 
by taking all anticipated business, and 
through the coéperation of the adver- 
tising and sales departments, will fully 
exploit all potential sources of busi- 
ness. Meanwhile the public relations 
department will have been working 
closely with both the advertising and 
sales departments, or as part of them, 
to build this potential field. For that 
is where the future of every business 
lies. No company will be safe rest- 
ing upon past or present Ac complish- 


ments. 


New Advertising Trend 


All this portends better advertising 
for the newspapers. Readers growing 
tired of triteness will look for and 


ippreciate good advertisements as 
much as they now appreciate good edi- 
Agencies will vie for 


skilled 


artists as never before. 


torial matter. 

the services of writers and 
Weatherhead is now starting to 
carry out its own advanced program 
for future business. It is not too 


early. The current newspaper cam- 
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paign is our first. Public response has 
been very favorable. Ed Sullivan, well- 
known columnist of the New York 


Daily News, saw the first Weather- 
head advertisement in the New York 
Times and made this comment in his 


“This desk’s recommenda- 
tion for the best war advertisement: 
“A Medal For Nancy’ . 
than the railroad ads about the boy 


Many letters praising 


column: 
. even better 


in Upper 10.” 
the inspi-ational message in this ad- 
vertisement were received by A. J. 
Weatherhead Jr., president of the com- 
pany. They tell a real story .. . of 
effectiveness. 

We are convinced that if there is 
to be a golden age of business after 
the war, it must begin with a new 
era in advertising and public relations, 
with the daily press playing a more 
prominent role than ever before. Some 
of our large manufacturing concerns 
are making plans along these lines al- 
ready. This trend, when it develops 
fully, will be the next important ad- 
vance in industrial advertising. 





Russell T. Gray, Inc., Elects Officers 


Russell T. Gray, Inc., Chicago, has 
‘lected Waldo G. Schnell executive vice 
president and M. G. Walther vice-presi 
dent. Other officers of the company re 
main the same 

Mr. Schnell has been with the company 
since 1935, serving as vice-president for 
the past four years. Mr. Walther has beer 
account executive with the agency 
over six years 

A. H. Mischka has been appointed gd 
rector of publicity and government I 
uals. Before joining the company, Mr: 
Mischka did editorial, publicity, and t 
lic relations work 


Baral Joins Gray & Rogers 





recently 


J Theodore Baral, Jr : 


nected in an advertising capacity wit 


the Baldwin Locomotive Works 
joined Gray & Rogers, Philad 
agency, as a member of the copy 
Rickard Takes Beatty 
Robert S. Be atty, acc int exec 
copywriter Newell-Emmett ( 
New York has joined tl € staff ot R K 5 
and Con pany New York, it t s g 
capacity 
Beckman & Beerbohm Gets 
Melin Mills ; 


Melin Mills, Detroit and Grand Rapic. & 


manufacturers of high speed end us, & 


has appointed Beckman & Beerbol Inc 
Detroit, to direct its advertising 








No 
rea: 
the 
ins} 
ah 


men 


All 
text) 








American Welding to Bayless-Kerr 


The American Welding & Mfg. Com 
pany, Warren, O., has placed its ertis 
ing with Bayless-Kerr Company leve 
land. Business publications and 


jirect 











mail will be used 























































space devoted to it several times—and to stimulate helpful from a reading angle, more and more useful to the subscriber 
contributions for this department, each month we award a —and, from an advertising angle, more and more useful to 
$25 War Bond for the best item submitted. manufacturers of equipment and supplies who are anxious 
to develop or maintain a foothold in the important textile 
| MILL MEN'S ROUND TABLE industry. | 
: ; . With readership already on the high plane that puts 
We have established a new department “Mill Men’s Round Textile World in front in one industry-wide readership test 
s Table” which gives our readers a chance to exchange ideas after another—it is of course obvious that these many new 
on methods of meeting their various mill problems. editorial improvements will go far toward increasing reader- 
With meetings of operating executives curtailed because ship by many percentage points. 
» of the war, there is a definite need of a meeting place where e e . 
_ mill men can discuss their problems among themselves. The 
Mill Men’s Round Table is designed specifically to supply Readers of Textile World naturally are familiar and 
g Se mee ’ + os : 
this need. instantly appreciative of each new development in 
Textile World’s editorial service. 
J. FEATURE STORY , , | 
‘ But advertisers too (and of course prospective ad- ) 
of Feature stories, thoroughly discussing some phase of the vertisers) like to know that the editorial staff of the 
textile industry of vital importance to our mill men, are magazine which carries their business messages to the 
nothing new to Textile World’s audience. But a program textile industry — the editors at the home office, the | 
Is that definitely calls for one major story each month is one regional editors in textile centers, the news corre- 
er that will be a welcome step forward in editorial service to d h sntens tilts Reeeiiiadin oh ian 
= the many thousands of readers of Textile World throughout spencemts, = Comtresaters, ane the Runereds of Se ' 
i the entire industry. consultants in every part of the field — are eternally ; 
a vigilant, are constantly alive to the ever changing 
re . - 
; MPLOYEE MORALE YOSTERS needs of Textile World’s readers, to the end that the 
nN . . * 
. reputation for usefulness, which the magazine has 
ms « is « > race 2. @ ¢ > 7 . >< a e 
This department was started as a depository for all types always enjoyed, will grow stronger and stronger, as 
al- of helpful plans and ideas to meet the present critical man- ; oie iliiens b 
»ps power situation, involving absenteeism, labor turnover, etc. now wer wna Swe SOW war : . : 
eo No subject is of greater importance to mill men in these war For this reason we take pleasure in presenting this 
| days than the subject of Man Power and How To Handle It. latest chapter in Textile World’s long record of edi- 
ag tag of actual — throughout =) - torial improvements to you, in letting you in on one 
dustry, this Gepartment - one which gives cahnaareny of be- of the secrets for Textile World’s Leadership Position 
coming one of the most important departments in the : : - 
ers magazine. in the Industry, and, of course, for Textile World's 
. ability to take YOUR textile industry message to 
ice a ads aoens “Garcia”. 
res ere ee ne Rates? 
In the absence of the development of new equipment, and 
vat in view of the impossibility of securing replacements in 
most cases, our Mill Maintenance Section becomes more 
ree important each day and consequently we are paying more Net Paid Circulation 
' and more atféntion to it. It is a “How” section which natur- t An All-Time Hiah 
ally appeals to all mill men responsible for operating BEAR ARTES CGR — 
results. NOW OVER 14,600 
\4 
No need to stress the popularity of Pete and Bill to the 
readers of Textile World—their provocative questions, and 
the interesting and helpful letters which they have always 
inspired have made Pete and Bill’s section in Textile World 
a high-spot section — 
Recently we have been giving Pete and Bill cartoon treat- 
ment, to the apparent delight of their many friends. 
. 7 7m 
All these are editorial improvements of major importance to 
textile mill men— improvements which make Textile World, 
; 
A McGRAW-HILL PUBLICATION 
330 West 42nd St., New York, N. Y. 
Cerr 
Ce 
ertis 
Mm USEFUL MAGAZINE 
jirect e ° e 
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A War Message In 
Every Advertisement 


@ LAST MONTH the War Advertising Coun- 
cil distributed a brochure, “A War Message in 
Every Ad,” produced by the Magazine Market- 
ing Service, designed to show advertisers how 
they may help the war effort by devoting part 
of their advertising schedule or a small portion 
of each of their advertisements to a war message. 
Although nearly all of the examples are directed 
to the general public, they point the way for 
adapting the general idea to industrial copy or 
supply the theme for a local public relations job 
by any company. 

The text of the brochure defines war adver- 
tising as “advertising which induces people, 
through information, understanding, or persua- 
sion, to take certain actions necessary to the 
sveedy winning of the war.” It’s easy to see how 
this may be applied to industrial advertising. 

When the check-up comes, let it not be said 
industrial advertisers were not 100 per cent 
coéperative in the “A War Message in Every 
Ad” campaign. 


Usefulness of 
Employe Publications 


@ CONSIDERABLE anxiety was created last 
month among publishers of employe newspapers 
when it was learned that several house organs of 
this character had been suspended because of ac- 
tion “by order of the U. S. Army Service and 
the chief of ordnance.” Investigation, however, 
seems to indicate the action was and will be con- 
fined to Army ordnance plants, arsenals, ord- 
nance district offices, ordnance depots, and train- 
ing Camps. 

Publications which have been suspended al- 
ready include those of the Badger Ordnance 
Works, operated by Hercules Powder Company 
at Baraboo, Wis., the Indiana Ordnance Works, 
the Hoosier Ordnance Plant, and the Quarter- 
master Depot at Jeffersonville, Ind. The move 
followed a directive from the War Department 
that plant newspapers in all Army-run ordnance 
plants be evaluated to determine their usefulness 
to the war effort and in maintaining morale of 
their readers. Managers of the plants where sus- 
pensions have been made say they were done in 
order to conserve newsprint and manpower. 

If the action is limited to those employe papers 
which are truly not useful, there will be no dam- 
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age, but neither will there be paper saving of any 
usefulness. The unfortunate thing about this 
matter is that the War Department doesn’t real- 
ize how valuable a good employe publication can 
be and set to work revitalizing any within its 
jurisdiction that do not measure up. That an em- 
ploye publication can be of great value in keeping 
war plant workers clicking in spirit and produc- 
tion is evident in hundreds of plants today. The 
interesting story of one of these, “Thor Score- 
board,” appears in this issue. It is very doubtful 
that even one worker in Independent Pneumatic 
Tool Company’s plants would willingly see this 
paper discontinued unless for very good cause. 
The entire war production promotion program 
of the company is built around this publication, 
and so it can be in Army ordnance plants. 

If all-out production is as necessary as Donald 
Nelson and other War Production Board officials 
assert, then maybe the War Department would 
be wise in putting a capable WAC in charge of 
the employe publication in each of its estab- 
lishments. Women are doing some of the most 
outstanding house organ jobs in industry. They 
can do it in the armed services as well. 


Future of Motion Pictures 
In Advertising Programs 


@ WHAT has been learned in the use of motion 
pictures for war purposes is certain to have far 
reaching effect on their use in business, Eugene 
W. Castle, president, Castle Films, Inc., indi- 
cated last month in addressing the Midwest Pho- 
toeraphic Manufacturers and Retail Dealers. He 
called particular attention to the invaluable con- 
tribution made by the 16-mm. machine shop 
work films in speeding up war production by 
training unskilled and apprentice workers in 
technical schools and throughout industry. 

Many films of this character have been cre- 
ated by industrial advertisers who are sure to 
want to extend the use of this medium after the 
war to visualize in the same convincing mannef 
how their new products can be employed to 
lower cost of production. Cheaper films were 
predicted bv Mr. Castle, as well as new color 
processes, faster film for interiors, where so many 
industrial films must be made; improved and less 
expensive equipment; x-ray and infra red film; 
and wide use of 16-mm. and even 8-mm. film. 

The future of these developments have great 
promise and bear watching by industria! 
advertisers. 
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ommercial Electrical Market 





At this moment your commercial market new kinds of cooking facilities, fluorescent 
lies placid, behind a dam built up by war and cold cathode lighting, new window dis- 
priorities and economic changes. play devices, space heating, electronic devices 


- and controls, etc., etc. 
One great day (and maybe it’s not so far 


away) that dam is going to break . . . and all It’s going to mean more pent-up demand and 
hell is going to bust loose when it does. buying power packed into the commercial 
Things will happen fest. Old retailers will electrical market at one time than any of us 
bounce back into business. New retailers will have ever known. 
show their store fronts. Commercial establish- Will it be a field day for you, or a flop? 
ments will be redecorated and modernized. 


New commercial buildings will be born . . . in We feel so strongly on the subject we're just 
fact, the plans for many are already coming buttoning up a 16-page booklet about it. 
off architects’ boards. You'll find it coldly realistic — with facts, fig- 


P setae 4 A ures and forecasts. You'll also find some 
top and thin or a moment what that p a é 
P forthright words in it about Electrical Con- 
means to you. 7 : ‘ . . 
: tracting’s useful place in this picture, right 





It’s going to mean things like air conditioning, now, today. Use the coupon. 











HERE ARE 5 MORE HELPFUL FREE BOOKS 


#1 — The Industrial Electrical Market 





#2 — Who Buys in the Industrial Electrical 
Market 

#3 — The Magazine of Electrical Construction 
& Maintenance 

#4 — Advertising to the Industrial Electrical 
Market 

*5 — The Postwar Residential Electrical 

Market 





























ELECTRICAL CONTRACTING 





330 W. 42nd St., New York 18, N. Y. 





Please send me a copy of “The Commercial Electrical 
Market,” when it’s off press. Also send me the booklets 
checked below. 


OC) No. 1 C] No. 2 [1] No.3 0) No. 4 C) No. 5 























Name Title 








Company 





Address . 






































For two hot days last month in Cleveland, the Jury of Awards in Industrial Marketing's Sixth Annual Competition for Editorial Achievement labore 
the task of selecting the winners from the 290 entries made by 1|12 editors. Reading around the table from the left foreground are: L. P. Moyer 
Division, General Electric Company; W- S. Leach, G. M. Basford Company; George G. Adomeit, The Caxton Company; H. E. Van Petten, Ind 
Products Division, The B. F. Goodrich Company, Akron; Allen Billingsley, Fuller & Smith & Ross, Inc.; Chester W. Ruth, Republic Stee! Corporatior 
Harold S. Downing, Walker & Downing, Pittsburgh. Announcement of winners and presentations of awards will be made Sept. 13 in New York and Ch 


112 Editors Make 290 Entries in Sixth 7 
A\nnual Editorial Competition 


Nineteen awards will be presented to winners Sept. 13 


at meetings of New York and Chicago NIAA chapters 








6, 
@ THE Jury of Awards in INbus of unusually high character, represent- best illustrative treatment, thirty 
rRIAI MARKETING’'S Sixth Annual ng the untiring efforts of business three entries by twenty-five editors; 7 
Competition for Editorial Achieve paper editors to contribute useful and No. 5, for the best published res: rch, : : 
ment met in Cleveland, Aug. 12-13, valuable material designed to speed fourteen entries by twelve editors No iF ( 
ind selected nineteen winners out of the production of war materiél and 6, for the greatest improvement 1" @ 8. 
90 entries made by 112 editors to aid business and industry cope suc- format and general appearance, twen i ' 
Announcement of the winners and cessfully with wartime problems. ty-two entries. A Special Award wil Th 
resentation of the iw irds will be One First Aw ird and two Awards be given in the last classification tor § a 
nade Sept. 13, at meetings of the of Merit will be made in each of six refinement of an outstanding format tobe 
Industrial Advertising Association of classifications. The number of en- In these busy times, IND RIAI NEF 
New York and the Chicago Industrial tries made in each classification was MARKETING was fortunate to obtain if your 
Advertisers Association. The presen is follows: No. 1, for the best series the services of such a distinguished _ 
tations in New York will be made by of articles or editorials, eighty-four Jury of Awards, comprising a ealt 





G. D. Crain, Jr., publisher, and in entries by fifty-nine editors; No. 2, of knowledge of the problems of bus 
Chicago by Ralph O. McGraw, edi for the best single article or editorial, ness and industry through their man) 
tor, INDUSTRIAL MARKETING. eighty-six entries for forty-eight edi- years of work and experience in dus 

As the report of the Jury will in tors; No. 3, for the best single issue trial advertising and marketi I 
dicate, the character of the material of special purpose, fiftv-one entries wishes to publicly express its deep ap- 
entered in this vear’s competition was by forty-two editors: No. 4, for the preciation to these men who gave 
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OF 1 POST-WAR 
PLANNING ISSUE 


1. The current equipment situation. 
The reasons why manufacturers must 
make post-war plans now. 

The New Venezuela Oil Laws and how 
they will affect the future sale and 
purchase of equipment. 

The current and future status of oil in 
Mexico. 

Post-war distribution of equipment in 
foreign fields. 

The new Petroleum Reserve Corpora- 
tion and post-war development in for- 
eign fields. 

Post-war prospects in Venezuela, 
Peru, Trinidad, Brazil, Argentina and 
Conada. 

China and North Africa may be poten- 
tial areas for new oil development. 
The above are simply representative 
of the topics to be covered in the Oc- 
tober Issue of the PETROLEUM ENGI- 
NEER. Plan now to be represented with 

your post-war message. 


1 YOUR ADVERTISING NOW 
To tie in with the Editorial Discussions of the 
Industry's Leading Engineers and Economists 


Drilling and Production @ Cycling 

Refining and Petroleum Chemistry 

Pipeline Transportation @ Natural 
Gasoline Manufacture 


, re must be prepared to meet the post-war 
demands of the Oil and Gas Industry. The PETROLEUM ENGI- 
NEER will strive to coordinate this tremendous project in the 
October Post-War Planning Issue. Fact-packed articles and edi- 
torials covering the technical and economic aspects of foreign as 
well as domestic problems will be presented by the industry's 
leading authorities. Plan now to tie-in with your Post-War story. 


LARGE EXTRA DISTRIBUTION a the A.P.I. meeting in 
Chicago ‘will give your advertising a timely plus-value—don’t 
miss it. The Post-War Planning Issue does not replace the 
FOREIGN NUMBER published annually in October. It is simply 
being enlarged to embrace the world-wide post-war planning 
theme. 


The PETROLEUM ENGINEER 


NEW YORK, N. Y. 
Roger Motheral 
7545 Kessel Street 
Forest Hills, Long Isiend, N.Y. 
Telephone BOulevard 8-2959 


DALLAS, TEXAS 


CHICAGO, ILL. LOS ANGELES, CALIF. 


E. ¥. Perkins R. C. Wipperman 
330 South Wells Street 518 North Sweetzer 
Telephone HARrison 1843 Telephone Webster 9617 

















two days of their valuable time to 
honor the men who are directly re- 
sponsible for the helpfulness and high 
character of business papers. The Jury 
P. Moyer, ad- 


Division, 


was composed of: L. 


vertising manager, Lamp 
General Electric Company, chairman; 
Chester W. Ruth, director of adver- 
Republic Steel 


H. E. Van Petten, advertising mana- 


tising, Corporation; 
ger, Industrial Products Division, The 
B. F. Goodrich Company, Akron; Al 
Fuller & 


and newly elected 


len Billingsley, president, 
Smith & Ross, Inc., 
president of American Association of 
Advertising Howard 5S. 
Downing, Walker & Downing, Pitts 
burgh; W. S. 


G. M. Basford Company; and George 


Agencies; 
I eech, V ice-president, 


G. Adomeit, president, The Caxton 
Company. 

The publications which participated 
in this year’s competition, and the 
classifications in which they made en 


tries, were: 


American Brewer, 
The American City 
American Druggist 
American Machinist, | 
American National | 
nal, 1, 2, $ 
The America! Wine N 
The Apothecary 3 
Architect and Engineer 
Architectural Forum 
Architectural Record, Re 
Automotive and Aviaty 
Aviation 2 3 ~ @ 


} 


Banker Y Trades 
Bankers Monthly 
Banking, 1, 2, 3, 4 
Beauty Fashior 3 
Beverage Industry N« 
Bookbinding & Book 
Boxofhes > 

The Brewers Dig ; 
Bulletits f National 


lustries 


ind Mining Journal. 
News-Record, 1, 2. 


ind Maintenance 
News, 2? 
cces ri 6 
Daily, 3 
Oil Heat. 1 
iture Ware 


SOME WAR ACTIVITY IS WAITING 


/ 
ON * __. RELIANCE MOTOR, 


As part of its campaign to keep its workers 
conscious of the part their production is 
playing in the war, Reliance Electric & En- 
gineering Company, Cleveland, sent each one 
a four-page folder, 12x!8 inches, showing 
plant production shots and battle front views 
in which the motor or equipment is in action 


} 


Garrison's Magazine, 
Gas Age, | 
Go Magazine, 2, 4 


The Gregg Writer. 


Heating, Piping & Air Conditioning, 1, 2 
Hotel Management, | 


Implement & Tractor, 3 
Industrial and Engineering Chemistry, 1, 


5 


Industry and Power, 1, 2, 4, 6 
Infant's and Children’s Wear, 1, 
Industry and Welding, 3 
The Inland Printer, 1, 2 


Iron and Steel Engineer, 


Laundry Age, ~~ 2 5, 6 
Linens and Domestics, 3 
The Log, ZZ 4 


Machine Design, 1 
Machinery, 1, 3 
Marine Engineering and Shipping Review, 
Marine News, 2, 3, 4 

Mass Transportation, 6 

Metals and Alloys, a a 

Mill & Factory, 1, 2, 3 

Mill Supplies, 3, 5 

Mining Congress Journal, 3 

Modern Hospital, 2 

Modern Packaging, 5 

Modern Theatre Section of Boxofhce, 1 
Monopoly State Review, 3 

Motor Age, 1, 2. 4, 5, 6 

Motor Transportation, 3 


National Furniture Review, 

National Petroleum News, l 

The National Provisioner, 1, 2, 3, 4 
National Real Estate Journal, 6 

The New West Trade, l 

New Pencil Points, 1, 3, 4, 6 

New York State Pharmacist, 1 
Notion and Novelty Review, 1 


Occupational Hazards, 
The Oil and Gas Journal, 3, 6 


The Oil Weekly, 1, 3 


Pacific Coast Review, 2, 3, 4 


Pacific Dairy Review, 

Pacific Pulp and Paper Industry, 1, 
Petroleum Refiner, 3. 

Power, 1, 4 

Power Plant Engineering, 
Purchasing, 1. 


Refrigerating Engineering, :° 

Resale (formerly Machinery Review), 6 
Restaurant Management, 3. 

Rock Products, 1, 2, 6. 

Rotarian Magazine, 1 


Screw Machine Engineering, 1. 2, 6 
Southern Banker, 1, 3, 6 

Spirits, 6 

Steel, l 


Textile World, 1, 2 
The Timberman, 


U.S. Coast Guard Magazine, 2 


West Coast Lumberman, 2 
Western Canner and Packer, 2, 3 
Western Construction News, 2, 3 
Western City, 1, 2 

Western Flying, 1, 

Western Industry, 1, 6 

Wine and Liquor Retailer, 3 





New G-E Division to Handle 
Resin and Insulation 

A new division of the appliance and 
merchandise department of General Elec 
tric Company, to be known as the resin 
and insulation materials division, has beer 
formed with E. L. Feininger as manager 
The new division will be responsible for 
the manufacture, engineering and _ sales 
of insulating varnish, glyptal, varnished 
cloth, and mica products 

Mr. Feininger has been with G-E since 
1912 and has been associated with the 
varnish and mica products since 1926 
when he was appointed superintendent of 
the department. In 1931, he was named 
managing engineer 

C. K. Mead has been made sales man 
ager of the new division. This division 
will have its headquarters in Schenectady 
with the exception of sales operation, 
which will remain temporarily in Bridge 
port 

Mr Mead joined General Electric in 
1908 and was made manager of miscel 
laneous sales in 1922. Since 1937, until 
his present appointment, he has _ been 
manager of glyptal and insulation sales 


Sperry Appoints Publicity Manager 


Sperry Gyroscope Company, Br klyn, 
has made J. H. Fountain publicity man 
ager in its public information department. 
He will handle publicity to the arme¢ 
forces to acquaint them with development 
of military and naval products manutac 
tured by the company. Mr. Fountain was 
formerly in charge of publicity for the 
Canadian National Railway's System 1 
the United States 


Mehr Advanced by “Purchasing” 
Joseph Mehr, who has been associate? 


with Conover-Mast Publications tor # 
number of years, has been appointed eas 
ern manager of Purchasing with heae 
quarters in the New York office 


"American Brewer" Appoints Two 

Harry Schwarzschild has been appointee 
business manager, American Brewer, = 
Thomas H. Davison has been mace as® 


ciate editor of the publication 
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NO, mr. cupton! 


WE BEG LEAVE TO disagree most violently with the 
proposal made by John M. Lupton, director of public 
relations, Acheson Colloids Corporation, to the War Pro- 
duction Board, and reported by him in a letter to the 
editor published last month. [See IM, July, P. 27.] 

The proposal is to ban advertisements larger in size 
than a half page and to require all advertisers to reduce 
their space units by half. 

The excuse for this preposterous and dictatorial pro- 
posal is to Save paper. 

As for industrial advertising, Mr. Lupton, you can 
include us out! 

Cutting in half the space allowed to industrial adver- 
tising would be just another “war measure” folly. By 
the same reasoning, we might aim to save metal by mak- 
ing guns half-size, manufacturing half as many planes. 

If industrial advertising is of any use in this war, 
let it be free to be utilized in full. If a manufacturer 
wishes to use quadruple-page spreads in a sincere intent 
to share information, let him be so permitted. 

That there are some variables and some invariables in 
this matter, we admit. One invariable is the supply of 


paper. But another is the amount of information that 


Above is The Copy Chasers’ reply to Mr. Lupton's suggestion for 


can be gotten onto a square inch of paper. There is a 
limit to the readability of fine type and the clarity of 
illustration. 

Let’s not, then, cut information in half. 

Not while so many advertisers are permitted—without 
heed by the publishers—to waste the space they are oc- 
cupying with the kind of advertising we have been 
criticizing in this department for years—which does 
nobody any good—Industry, the Army, the publishers 
or the perpetrators thereof themselves. 

Shall a constructive ad like the Micro Switch ad 
Product Engineering has been praising—packed with 
much small, useful type—be cut in half to allow some- 
body else to brag half-size about his war work? Should 
Warner & Swasey be asked to cut its “idea” campaign 
in half to allow room for an “E” award celebration? Must 
all the fine how-to-operate-it and how-to-maintain-it ads 
be split down the middle for somebody’s else’s privilege of 
running an ad, half-size to be sure, comparing something 
with “peas in a pod”? 

Mr. Lupton’s suggestion is ridiculous. 

What’s our counter-proposal? 

A. To let the WPB look elsewhere for paper economies 
—last to the industrial press. 

B. To persuade (and educate) more industrial adver- 
tisers to use bigger ads to publish better information! 

The Copy Chasers. 


r. Lupton Answers The Copy Chasers 


On Paper Conservation 





Epiror’s Note: The 


following letter to 


ness. 





conserving paper as it appeared on page 88 of the August issue 


Thus the publishers have done 








the editor is handled separately because 
of its length and to give adequate prom 
inence to Mr. Lupton’s reply to The 
Copy Chasers’ criticism of his proposal to 


onserve paper by having publishers re 
duce advertisers’ space to half usual size 
but charge the full size rate for it-——see 
accompanying exhibits. Readers are in 
vited to express their opinions on the 
ibject 

To tHe Eprror: Surely the most 
efhcient way to consider the subject 


ot paper conservation is to weigh the 


relative merits of the various plans 


now being promoted and to decide, by 
cancelling out, which program has the 
least drawbacks and the most advan- 
tages. 

The WPB paper rationing program 
now in torce would be fine if we 
could be sure the shortage is not going 
critical. The pub- 


to become more 


lishers have taken in their belts. They 
have trimmed margins; _ lightened 
stock; some have refused new busi- 
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Mr. Lupton’s Suggestion 
to WPB 


John M. Lupton, director of public 
relations, Acheson Colloids Corpora- 
tion, Port Huron, Mich., made a paper 
conservation proposal to WPB in a 
letter which was reproduced in the 
letter department of this publication, 
July, page 72. The following para- 
graph outlining the plan is taken from 
that letter: 


The plan is simply this 
For the duration all publications shall 


no longer sell one page units or double 
page spreads. The largest available ad 
vertising unit would be one-half page 
vr one-half page spread, which would 


be charged by the publishers at the 


same rate previously charged for full 
pages or double page spreads respec 
tively Similarly, advertisers using half- 
pages would buy quarter-pages at the 


same price formerly paid for half-pages, 
users of quarter-page space would get 
an eighth-page space at the price for 


merly paid for quarter-page space, etc 
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their bit. 


able concession to the exigencies of 


They have made a reason- 


war. 

But what is going to happen after 
the the next? One 
thing, inevitably—space rates are 0- 
As their books shrink, 


publishers will have no alternative but 


next cut —and 


ing to go up. 


to raise rates in order to maintain 


income. The result will be a “‘surviv4 


of the largest advertisers” economy, 


and the advertiser with the small bud- 
get will be squeezed out, no matte! 
how essential his message may be. 
Another difficulty can be anticr 
pated after rationing under presen 


severe. That 


methods become more ; 
difficulty lies in the fact that ¢ac?y 
publisher is left to treat his pape 


problem as he thinks best. Some W" 
resort to what they considet 
method of censorship, deciding 
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4 Without coal, America’s war effort would be negligible, 
Ka Se PA for modern war, in every active phase, consumes millions 
a of tons of steel. For each ton of steel produced, approxi- 
e mately 114 tons of bituminous coal are used. 
America today owns the greatest battle fleet and the largest 
aati’ Merchant Marine in the world. Translating ships in terms 
oe of steel—it takes almost 67,500 tons of coal for every 
done ee 15,000-ton battleship on the high seas and 4,800 or more 
»4500- tons for every major cargo vessel. If America should pro- 
s of , ae duce 1,500 Liberty Ships this year, coal consumed for 
" f “ fe. necessary steel would be in excess of 22 million tons. 
pee : . ite It's still a long way to Tipperary, Munda or Sicily, but 
Pes ¥% without our bituminous coal our armed forces would never 
brink even get there. 
e bu 
nta 
viva 
om} a : , 
bud ng the key operating men of the coal 
sete we t is essential that the great majority of N 
— least be “exposed” to your story. 
ME‘ NIZATION blankets all of the major coal M E C H A | O 
oa on * which control 90% of our annual ton- 
esen mag in addition, reaches a_ substantial 
That —_ the smaller units. THE MAGAZI ERN COAL 


eac 

9 On 
pay’ ' nder CCA, our audience is checked 

wi or issuring you of an active reader 

asf Tlie 

1a MN Your message should appear in 

P { 7 . y —~ 

the \TION. 406 MUNSEY BLDG. WASHINGTON 4, D. C. 
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own satisfaction which advertisements 
ire “essential”; some will favor old 
customers; some will be inclined to 
ward their largest customers; some 
might even decide to reduce unit 
space, or eliminat spreads. It is easy 
to see what problems this _helter- 
skelter, uncoérdinated jumble of sys 
tems and methods would drop in the 


laps of advertisers. 


The Dangers of Allocation 


Allocation is another proposal wher« 
by WPB, or some other especially 
established federal bureau (heaven 
forbid!), would decide on the so 
called “essentiality” of a given pub- 
lication and award paper accordingly. 
This is, apparently, the system advo- 
cated by The Copy Chasers since they 
say, “let the WPB look elsewhere for 
paper economy—last to the industrial 
press : 

Advertising Age—sister publication 
of INDUSTRIAL MARKETING — points 
wisely to the dangers of allocation in 
an editorial (Aug. 9, page 12): 

Such a plan raises the question of rela 
tive essentiality, which up to this time 
WPB has carefully avoided. It is obvi 
ously the most dificult and dangerous 
proposal which could be undertaken, for 
it would be next to impossible for any 
one, even an expert familiar with all kinds 
of publishing and all varieties of reader 
requirements, to determine with anything 
like fairness and accuracy the position 
which any publication should be given 
under such a program 

Besides raising the basic question of the 
freedom of the press, guaranteed by the 
Constitution, 
prove that they are not only essential, 


requiring publications t 


hut relatively more essential than some 
ther journal, would impose an extremely 
omplex task upon both publishers and 


€ W PB It would raise dangerous com 


petitive Questions among various types o! 
publications, and it would pit publications 
igainst om petitor in the same general 
helds of activity 


Another danger of this program 
which Advertising Age does not spe 
cifically mention is the danger of 
politics I can think of a number of 
industrial publications whose “essen 
tiality’’ must never be questioned, but 
whose “loyalty’’ to the New Deal 


might not stack up so well. 


Voluntary Paper Conservation 


The main criticism of my conser 
' 
pian seems to be that it is too 


drastic, that a fifty per cent reduction 


vation 


in the amount of paper used for paid 
idvertising is not now necessary. | 
igree. Perhaps a twenty-five per cent 
reduction, or even the elimination of 
multiple page units, would suffice for 
the time being. Naturally, such flex 


ibility to meet the requirements of 
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To create a better appreciation of the im- 
portance of paper in the war effort, The 
Mead Corporation, New York, is making 
wide distribution of this striking display 
card which is printed in full color 


the day was implied when the plan 
was first promulgated. 


The physical amount of advertising 
used has always been determined, more 
or less arbitrarily, by the space units 
sold by publishers. The “Lupton plan” 
then, essentially, is that all publishers 
lop off one or more of these standard 
units af the top until they have scaled 
down their paper consumption to a 
point which is worth while from the 
paper saving standpoint. This pro- 
gram does not preclude the publishers 
from making their own contribution 
to paper conservation, as they have 
already. Nor does it suggest the aboli- 
tion of any other sensible methods or 
devices for eliminating wastage. It 
only permits the advertisers to make 
a contribution of their own and thus 
help share the burden. Most impor- 
tant, however, it will permit us to 
preserve intact throughout the war 
both our media and our large and 
small advertisers without discrimina- 
tion. 

Some advertising men have written 
to me suggesting that no paper con- 
servation program would be necessary 
if we could eliminate the tremendous 
wastage of: 

1. The Federal Government. 


> 


&- The so-called “sex lure” publi- 
cations. 
I quite agree with this statement. 
Frankly, however, I do not look for 
iny improvement in the first instance, 
it least until 1945. 
The elimination of the sex publica- 


tions is always a good idea, either in 
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peace or war. Thereby we would dis- 
pose of a mess of unhealthy tripe with 
which millions of Americans satisfy 
their appetites rather than their minds. 
It is too bad that this couldn’t be done 
on principle by the Post Office De- 
partment, Public Health Service, or 
some other properly authorized agency. 
Of course, now that there is a war 
on, we might get the WPB to add to 
its duties the job of “Custodian of 
Public Morals.” Even the Treasury 
Department might help. Remember 
how we caught Al Capone? 

Here, too, is the ticklish question 
of “degree” of essentiality. 


Answers the Copy Chasers 


Two or three random remarks of 
The Copy Chasers in their “soft an- 
swer” to my proposal seem to require 
some form of reply. The first is their 
sentence, “If industrial advertising is 
of any use in this war, let it be free 
to be utilized in full.” When I read 
that sentence I could only think of 
my “A” card and the millions of 
other “A” cards in America. Ac- 
cording to The Copy Chaser logic 
then, “If civilian automobiles are of 
any use in this war, let them be free 
to be utilized in full.” 

More seriously, I would like to take 
issue with The Copy Chasers’ views 
with respect to the question of how 
much space an advertisement really 
needs for maximum effectiveness. The 
“Ad Man,” current Samuel Pepys of 
the advertising profession, who writes 
“The Diary of an Ad Man” in Adver- 
tising Age, says: “I think I can dem- 
onstrate that, contrary to public 
opinion, size of space itself has ver) 
little to do with securing optical at- 
tention. The eye of a stockholder in 
General Foods will apparently pick up 
a two-inch single column dividend | 
notice about as quickly as it will a full 
page.” (The “Ad Man,” of course, 
also is an anonymous writer, but the 
fact that he is a leader in our protes- 
sion, with a world of practical ex 
perience behind him, seems at least © 
be established in his case.) 

Lastly, if The Copy Chasers think 
it will tax the minds of industrial ad- 
vertising men too much to shrink 
7x10 pages to 4'2x7 2, let them sca 
some of the ads in Tool Di 
Journal, Modern Machine Shop, % 
any of the other pocket-size books. 

JouHNn M. Lupton, 
Director of Public Relations 
Acheson Colloids, Corporatio® 
Port Huron, Mich 
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Producers of Iron and Steel 
are spending a Billion 
Dollars for equipment and 
supplies. Are you getting 
your share? 





If you want to sell to Steel Producers... 





Let IRON and STEEL ENGINEER 
Prove Its RESPONSE-ABILITY 


Your advertising message in IRON and STEEL ENGINEER is delivered to a 
responsive and top-priority audience. If you have a story of interest to pro- 
ducers of iron and steel—and tell it clearly and forcefully—you'll certainly 
get results. 

Providing the largest circulation in the producing end of an industry that 
is currently spending a billion dollars for plant equipment and supplies, the 
IRON and STEEL ENGINEER gets your message before men who buy and 
specify tremendous quantities of highest quality products. 


We will gladly furnish you with data on the market for your products in 





this rich field. Send full details—sizes, capacities, uses, etc.—and we will give 


you an analysis based upon our knowledge of the equipment used by the industry. 


IRON and STEEL ENGINEER 


1010 EMPIRE BLDG., PITTSBURGH, PA. 
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Increase the tempo of your letters by shortening the 





sentences and coming directly to the point involved 


@ THE CEREMONY ot presenting 
the Army-Navy E to the Hallelujah 
Company was about over. John Car 
roll listened proudly as he heard the 
remarks about the production record 
set by the factory. “You gotta hand 
it to those boys,” he declared to sev- 
eral of the office gang around him. 
“Did you notice how happy it made 
that fellow Schzmiket when they pre- 
sented him with the War Bond for 
his idea to speed up production? Yeh, 
that factory is really turning out the 
stuff these days.” 

Then he went back to the office, 
called a stenographer, sat down, and 
started dictating the same kind of 
letters he wrote when the factory was 
working two days a week and pros- 
perity was “just around the corner.” 
Che factory had adopted new methods 
of production, the pace of life had 
quickened, but John’s thinking was 
still full of bottlenecks. His tempo 
hadn’t changed 

There are too many other Johns 
today who write letters patterned 
ifter a style that dates even farther 
back than the apples-on-the-corner 
period. Many of them go all the way 
back to the horse and buggy days. 
If letters are to produce results today 
they must have the speed of a P-38, 
the confidence of a Commando, and 


the force of a General Sherman tank. 


Use Short Sentences 


How do you achieve speed in your 
letters? The simple way is to cut the 
Make two 


sentences instead of that long one that 


length of your sentences. 


has so many modifying clauses. Then 
Watch 


for those that can be eliminated with 


cut out unnecessary words. 


out hampering the meaning. The 
reader today doesn’t have the time, 
nor the patience to wade through long 
sentences filled with meaningless 


words Don’t carry the short sen 
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By CARL E. RICHARDS J) 
Advertising Manager, Vestal Chemi- 
cal Laboratories, Inc., St. Louis 


tence idea to extreme, or your letters 
will sound choppy. As a general rule 
most sentences can be pruned, thereby 
speeding up the thought without sac- 
rificing coherence. 

If you have annexed the habit of 
“winding up” in the first part of 
your letters, cut it out. Your reader 
today is too busy to stay with you 
through the warming up process. The 
tempo of wartime thinking is over 
there on base, and he will steal if you 
take too long to throw ‘em over the 
plate. 

Your letters will move swiftly and 
confidently if you will just remember 
a few of the basic principles of good 
letter writing. The first one, of course, 
is to know what you want to accom- 
plish. It is surprising how many let- 
ters are written without the definite 
purpose foremost in the writer’s mind. 
Then be sure you are thoroughly 
familiar with your subject. Don’t 
try to bluff it even if you are busy. 
Get all of the information before you 


Start to write. 


Make an Outline First 


Letters that have to cover a lot of 
ground should be outlined ona scratch 
pad before you start dictating. As 
you go along, check off the various 
points you hav e CoV ered. Nev er leav e 
1 subject until it has been exhausted. 
Keep your thoughts in logical se- 
quence and your reader will follow 
your idea step by step to the action 
you wish him to take. Arrange your 
thoughts carelessly, and you will lose 
him along the way. 

Try to keep in mind that you are 
writing to a person who iS as busy 


or busier than vou are. Ask vourself. 
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if you were receiving that letter would 
you have time to labor through it 
If it sounds a little rocky, read 
aloud. This will give you an oppor 
tunity to eliminate combinations of 
words that destroy euphony. Take 
the first ten letters out of your file 
basket, and tonight when everything 
is quiet around the office, read them 
aloud. 

This isn’t a time to be willy-nilly 
in your letters. Be straightforward 
in asking for what you want. Your 
reader wants it straight from the 
shoulder. He hasn’t the time nor the 
inclination to stop and try to figure 
out what you are trying to get across. 
Go straight to your objective, right 
down the middle of the highway of 


logic, and don’t let yourself detour 





Shaver to Edit "Concrete" 


John W. Shaver, formerly in th 


vertising and publications bureau of the 
Portland Cement Association, has beet 
ippointed editor of Concrete. Three years 

Soil 


ago he brought out the first issue of 
Cement News,” which | 


this time 


re has edits 


Miss Drew Joins TelAutograph 


Alice Honore Drew, former advertising 
manager, Stromberg Time Corp 
New York, has been named adv 
and sales promotion manager « Lé 


Autograph Corporation, New Yor! 


Marschner Promoted 
D. C. Marschner, assistant mat 


the sales promotion, advertising }a 
ment, Shell Oil Company, New York, ha 
been named acting manager t 


partment 


Fossler With Agency 

G. O. Fossler, formerly assist 
vertising manager, Greenlee Bros 
Rockford, Ill.. has joined Cramer-Krasse# 


Company, Milwaukee, agency 


Acme Steel Appoints Agency 


After Sept. 15, the business 
vertising of Acme Steel Compar 
placed by Fulton, Horne, Morris C 

iny, Chicago 
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Will Publishers Help 


Clean Up Wartime Copy? .. . Exactly 


What Do You Mean?... As An Editor Would Write It 


Facts of Life 

Somebody’s got to do something 
The books are getting fat- 
reader’s 


about it. 
ter—the time shorter—and 
the advertising, so help us, lousier. 

That’s a general indictment (we'll 
particularize in a moment) but after 
diving into the pages of more business 
magazines then we’ve looked at in a 
given month for quite a spell, there’s 
nothing else to say. 

If you, yourself, have any doubts 
on this score, pick up any recent issue 
of any major business magazine and 
go through the ad pages, one by one. 
As you do, keep a sharp weather eye 
on the value of each message—to the 
war effort, to better planning for post- 
war, or to the legitimate sales inter- 
ests of the advertiser. 
See what we mean? 


Well, it’s somebody’s responsibility 


to do something about all this-—and, 
as we've said before, we think it starts 
with the publisher. For once in his 
life he has more copy available than 
he can print so selfishly he can afford 
tO set up some minimum copy stand- 
ards, or if he hasn’t the pioneering 
courage to do that . .. he can at 
least nbark on a rzgorous campaign 
of copy education. And we mean 
rige , going lots further and deeper 
than even the fine efforts of people 
like ctrical World who have prob- 
ably done more for the cause of good 
copy than any other business paper. 

N ean copy research . . . presen- 
tatic f the facts as found in an 
inter g and useful way .. . and 
ther intensive use of that mate- 
rial romotion and by his repre- 
sent: And when we say intensive 
use, 


lean getting in and actually 


wor! vith the men who write the 


IND 


copy in agencies and accounts. No 
fooling! 

This is the only way we know for 
a publisher to create successful adver- 
what other 
worth anything? 

We don’t know how you feel about 
it, but we know this: The first pub- 
lisher who comes walking into our 


tisers—and kinds are 


shop and tells us he wants to give us 
some copy help, tangible and specific, 
will be received with open arms. 
Make It Clear as a Bell 

We used 


a habit of listening to salesmen talk 


to have a boss who had 


for a fair spell and then cutting in 
with a, “What exactly do you want 
me to do, Mr. Z?” 

We were reminded of that disturb- 
ing crack while looking at some cur- 
rent copy this month. Did you ever 
realize how few advertisers plainly 
state in their headlines and opening 
lines what they have to offer? Again 
we recommend you pick up a copy of 
almost any business magazine and see 
for yourself. And, to show you the 
constructive side of the picture, here 
is a healthy handful of advertisers who 
do know what they’re talking about. 

The Girdler Corporation—“4 Ways 
Thermex High 
Speeds Wood Plane and Glider Pro- 
duction.” No doubt here about what’s 
what! Immediately below, four 
sketches detail the headline, and a 
subhead below explains further, ‘Does 
better job in less time! No duplication 
One or more 
processes operated with a single Ther- 
Bonds in instead of 


Frequency Heating 


of fixtures required! 
mex! minutes 
hours!” 

American Screw Com pany—Cata- 
log-type page, headed, “All Types of 
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All Styles of Heads in 
the American Phillips Line.” Any 
argument on what this page is about? 
General Electric Company—Here 
are two pages, both on the button. 
The first states crisply, “How to Se- 
lect a Rectifier.” The other says, 
“Need Floodlights in a Hurry? Here 
They Are—Delivery in 2 Weeks.” 
OK, G-E! 
Allen-Bradle) 
identifies product and purpose at a 
glance—‘“Protect Your Motors with 


Screws 


Com pany—Headline 


simple but reliable relays.” People 


with no interest in the subject pass 


it by . . . but those with an interest 
or need are quickly flagged. 
Kuhlman Electric Com pany— 


Equally direct in pointing out its 
logical audience, with, “Here are the 
facts for you to know about Kuhl- 
man Saf-T-Kuhl Transformers.”” And 
paragraphs below are neatly spotted 
with red leads—‘Safety,” “Where to 
Use,” “Installation,” “Regulation.” 
This page, like the pages we already 
mentioned, and those to follow, shows 
advertising doing its most basic prod- 
uct job. Maybe what with all the 
“E” flag stuff, and “Look how Wid- 
gets are winning the war!” we’ve kind 
of forgotten our ABC’s. 

Westinghouse—No danger here of 
being left in the dark about its prod- 
uct, “Precipitron.” Not when this 
page starts out, “How Precipitron 
Works. Here’s the i 
Electric Air Cleaning.” 

Line Material Company—And this 
one should certainly carry you back 
to the days when advertisers didn’t 
horse around—‘6 good reasons why 
L-M Heavy Duty Lightning Arresters 
are Protecting More Lines than Ever 


inside story of 
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Flow to Select 
RECTIFIER 


Before.”’ Good old dependable reason 
why! 

DuPont Fabrikoid Division—Busi 
nesslike beginning with, “5 Aids to 
Faster Riveted Assembly—thanks to 
Fairprene’ P.A.W. Tape, the Protec 
tive and Water-stop Seam Sealant.” 
Plus a nice panel of sketches and cap 
tions, headed, “Where to Use ‘Fair 
prene’ p. A.W. Tape.” 

Armstrong Cork Com pany—Here’s 
inother approach, but again, clear as 
that bell we were talking about. 
Large cross-section diagram hooked on 
to this headline, ““Do you have a seal- 
ing problem like this?” Alongside of 
sketch—"“Are you looking for a gasket 
that will form a perfect seal where 
metal is mated to metal .. . that will 
permit quic k, low cost assembly and 
resist deterioration by oil, weather, 
gas, corona?”’ That’s not going to 
miss many of the right Armstrong 
prospects—the people with this spe 
cific problem. 

Sieel Founders’ Society of America 

What’s there to argue about when 
they hang out the shingle, “8 Ways 
to Get Better Steel Castings Quicker” 
ind then enumerate them, 12345678 
right underneath. 

Wilcox & Gibbs Sewing Machin 
Com pan) This page is one of a fine 
product series. Headline hits on one 
of today’s all-important subjects, but 
tied up specifically with W&G prod 
uct feature. “Automatic Lubrication 
Releases Manpower”—and good x-ray 
views of the product and its lubri- 


cator pump show how. 


% The Muzak Corporation—There’s 
1 lesson very often in the kind of 
stuff done by relatively new people 
Muzak’s a 


Here’s a color page, 


to the industrial field. 
swell example 
Combat Fatigue with Muzak Indus 
trial Music.” Is that clear? Then, 
A Production Incentive that Clears 
the Way for 


better work more consistent out 


increased attentiveness 
put.”’ Are those owner benefits plain 


ly stated? Then, “Only Muzak gives 


vou these 8 essentials,”” and immediate 
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Here are the facts 
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for you to know about 44 
Kuhiman Saf-T-Kuhi Transformers 
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ly below they’re listed. There’s also 
a quick-to-get chart that shows what 
happened in one plant that installed 
Muzak, plus a list of some two dozen 
firms who “profit by ‘Muzak While- 
You- Work.’ ” 
six different ways. Run up the check- 
ered flag for Lawrence Triggs, Er- 
win, Wasey & Co., New York. 
1-T-E Circuit Breaker Company— 
This outfit has done a consistently 


Boys, this is a winner 


good job of being on the beam with 
what it says. This particular page 
will never win a Harvard Award, but 
it will win plenty of customer plaud- 
its. “Features You Find in I-T-E 
Drawout Switchgear” is its banner 
and that, with a very lucid cut-away 
drawing with features coded to ac- 
companying copy, leaves no holes. 
Allis-Chalmers Mfg. Company— 
Probably the hardest hitting adver- 
tiser to industry today. This page 
is basic as bread and butter, and baby 
what “sell” it packs! “Pick the Best 
a-c Welder!” it challenges. The rest 
of it then displays a competitive prod- 
uct feature box score—‘Important 
Features’”—"How They Benefit You” 
—and then in the first column Allis- 
Chalmers’ “Ampac ‘200’” with its 
perfect batting average of eleven hits, 
followed by three columns on three 


competitive welders with pretty spot- 
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A PRODUCTION INCENTIVE THAT CLEARS THE WAY FOR «6M 


‘ 4 — 





+ better work —_ 
* more consistent ovtpyut 





ty “Yes” votes. This is surefire stuff! 
G-E Mazda Lamp—An awfully 
good and to-the-point page on light- 


ee 


ing, “18 War Production Men report 
what happened when seeing was im- 
proved.” There has been so much glib 
and generalized talk by lighting people 
that it’s a real thrill to find someone 
with the facts. 


Study in Contradictions 


Before we're through with this 
chapter you'll probably want to spit 
in our one good eye because we seem 
like such contradictory cusses. Any 
way, here we go. 

Having just finished a few words 
re: “Clear as a Bell” we want to go 
on and devote this section to the use 
of such combinations of words as 
create another kind of headline and 
copy concept. The headline technique 
is best known as “the stopper” and as 
for the copy, well all we can say is 
that it is that kind of copy that is 
marked by color, drama, and imagina- 
tion. 

To start on solid ground, we refer 
you to an article from the July issue 
of Aviation. It is a comparative re- 
port on airplane production—United 
Nations vs. The Axis. It could have 
been handled straight and had any 
number of excellent straight, informa- 
tive heads we can think of. Instead, 
the editors labelled it, “Letter to Ber- 
lin” and it starts out, “Dear Adolf: 
Charts and statistics ate frigid things 
and the ones we are enclosing should 
really induce an icy tingle up your 
spine.” And then follow the facts. 

Now there’s more than one way © 
kill a cat, and how you handle your 
copy presentation depends ent rely 
upon your subject matter, your indi- 
vidual skill as a copywriter. Our only 
word of warning—unless you're sure 
of yourself, play it safe and play « 
straight. But if you are sure of your- 


self, take a look at these: 
“Picture of a ‘Heartbeat’ ”’—A- 


other of those excellent Socomy-\ 4e- 
uum color pages, one of the mos: dis- 
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WE WILL BUY COPIES OF 
"A GUIDE TO EFFECTIVE WAR-TIME 
ADVERTISING” | 










































7 redah 
: mp will be sent fo mith 
A 25¢ war sta =" condition, 
in ’ 
. to US, ° ‘ 
9 4a 
returning of A.B.P.’s Guid 
ee ete copy 
\ — oe a comp! es for your copy! 
- have "© 
. rse, you 
t A.B.P. Will Provided, of cou F 
‘ NOT IN USE ~ Fae! 
lc FOR THOSE WHO HAVE NOT HEARD 
iC . — yea . ry — °° 99 
A Guide To Effective War-Time Advertising 
. . a _ ° . one 95 5 re ; . ‘ce ct] 
T. late, 10,000 copies of “A Guide To Effective War-Time oo of ads, analyses, and testimony, 
Es yy demonstrating how effective peace-time adver- 
Advertising’ have been distributed to advertising men and “9 % ; 
7 cath bI ‘ tising principles are being applied to war-time 
agency | - ie, anc 8 are — athomabie reason, the demanc advertising problems _.. the importance, today, 
a ontinues aimost undiminished of making business paper advertising more use 
A recent field study revealed that some owners are not making ful, informative, and specific than ever. 
} very effective use of their copies. On top of that, some copies 
illy got into the hands of men whose duties today have no * 
ds onnection with business paper advertising. ‘ 


go So, in the interests of conservation (and we publishers, of all ' IT IS HELPING THOUSANDS OF 
ise people, certainly are interested in saving paper) we thought we ADVERTISING MEN DO THESE 
AS would try to get back 1c] ies t yut in the hand f tl 3 

ir Og vac enougn CO} ies to pu in 1 Nnands O 10Se 7 THINGS: 


10 interested today, hence possibly avoid reprinting the main ; ip 
Explain war-time advertising to company i 


section of the ““Guide.”’ head 
1e€aqds. 


a If we don’t get enough copies to handle the current demand, 
Show how war-time advertising conserves 
manpower. 


we'll probably run some extras anyway, but please, if you have a 
copy that you are not using, mail it to us at once. We'll send your 
25¢ war stamp as soon as we receive your copy in usable condition. Establish the importance of good adver- 
tising men today. 


Maybe You'd Like a Copy | 


Show how others are using advertising 





This may sound inconsistent, but after all it behooves us to to help solve a wide variety of war-time 
: a . ; customer-relations problems. 

ood hind out whether or not the continuing demand is going to exceed 
save Val extra copies. So, if you haven't received the “Guide” Demonstrate the need for current field 
in) t's | shoot us the coupon pronto so that we can check demand work, upon which war-time advertising 
| i 7 must be based to be most fruitful. 
1a- allls LD 

5 ppty- ’ 
“ | Explain who reads business papers, and 
Rer- SPECIAL REPORT TO CONSUMER- why ; and what those fundamentals mean 


to business paper advertisers. 


GOODS MANUFACTURERS 


Improve management's understanding of 
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vuld “How You Can Help Your Retailers Solve Their War- the true potential worth of good adver- 
Time Problems!" Some consumer-goods manufacturers » : s 
your tising managers and good agency service. 
have found ways to convert their merchandising paper ad- a . . 
vertising to war-usefulness just as effectively as they have | 
y to converted their plants to war production. This booklet lists acmeemeneee eae ; av 
our war-time problems that retailers told us about; shows, by Mie 2o¢ ok f + ee heat ent 
-ely example, how consumer-goods manufacturers are publish- [= = = — eee cme ee coe ee ee ee eee ee ee ee ee 
re 
ing the kind of helpful information that will unquestion- e 
- ably give them a competitive advantage after the war. Also } THE ASSOCIATED BUSINESS PAPERS 
nly reports Treasury Department attitude toward war-time j Dept. 34, 205 East 42nd Street, New York 17, N. Y. 
ure advertising tax deductions 
it i Please send me, without obligation, my FREE copy of the A.B.P. Advertising Aids checked belo 
ur i I "A Guide to Effective "Special Report to Consume 
THE SSOCIATED BUSINESS PA PERS War-time Advertising’ Goods Manufacturers” 
\n- 
a — association of business publica- 
mn ‘ : ‘ ; ; 
di Wions devoted to increasing their usefulness F Position 
MULTE oS total of -Te Me Lalo Mall elute Mele hZ-tai te 
943 4 Company_ 


Brs get a bigger return on their investment. 
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tinctive of all industrial campaigns. 
Subhead “Where ‘Blood’ Pres- 
sure is 2,000 Lbs. Per Sq. Inch!” Big 


shows a 


says, 


picture, in full color, cut- 
away section of a pump, lubricating 
oil indicated in red. The text 


looking 


seeing 


That's probably the 
pump you ever saw 


queerest 
And you re 
the very heart of it 


As the pistons revolve about the shaft, 


they move back and forth. jamming oil 
through metal arteries 

The pressure of the oil may steer a 
ship—-or broach a rifle In any case, the 
oil itself must not form pipe-clogging de 
posit It must imimize vear of the 
racing metal parts 

OK ny \ icuum specialists have cre 
ited oils that help prevent “heart trouble’ 
in sensitive pumps like this—-pumps that 
ire now actuatit thousands of War ma 
hine 

That nil 3 ist one imong the con 
plete Gargoyl ine which includes a 
orrect lubricant for every machine made 


The best word for that copy would be 


‘ fortl a) 


“Industry's Clothes Line must be 
modernized . for 194V"—B. F. 
Sturtevant Company uses this color 
ful headline (supported by a large 


a workman hanging an 


illustration of “4 
issortment of pots, pans, chairs, hose, 
ctc., on a clothes line) to lead into 
in important story, best explained by 
1 first paragraph in bold display 


Many are the products that are hur 


Iry at ( tage on thei Na t 
th And e the busy war plant 
where eve he be { existing dryers 
eet day xceptior ul de ind 
ed duct i d im T ed 
| Ad: ily these were toug! 
ble we t the “do 
! t ! ed tevant Re 

ear | I vent t Wi k 


The result follows, dramatically and 


informatively told. 
“Building 3 New Bridges from 
Old Ones”—One of the best Bethle- 


hem Steel ads we ever had the pleasure 
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of bumping into. The drama and good 
story telling are all here—and so are 
the facts. This, incidentally, has one 
of those headlines that is both “spe- 
cific” and “stopper”, an unusual com- 
bination. And the story is impressive 
Bethlehem 
boys did for the Army down Ten- 


—covering the job some 


nessee way, building three badly needed 
new bridges from parts of two very 
old abandoned ones. 

“It Turns on the When the 


Moon Comes Out”—tells about elec- 


Sun 


tronic light control, as built for in- 
General Electric. And an- 


(this one for 


dustry by 
other G-E eye-opener 
Division) is 
tell- 


the Air Conditioning 
“The Skeleton of a Great 


ing about refrigeration developments 


Idea’’, 


that have made possible new methods 
of meat handling and shipment for 
the armed forces. 

"So... the Nazis sink 


her!”—Talking, the “me and my 


couldn’t 


shadow man” who works for Lincoln 





WE BOILED PRECISION IN OIL 
boil hugh oelame gas rotation 
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Electric Company in its out-of-the- 
ordinary advertisements. The test 
(dialogue between our friend and his 
alter ego) tells about the 12,500-ton, 
all-welded tanker “Victoria” that was 
torpedoed, hit twice, but whose bulk- 
heads went right on holding. Then it 
gets into the virtues of welding as 
proven in other war equipment, and 
then into the new opportunities weld 
ing offers in the new peacetime world 
ahead. Fine job! 


% “U.S. Marines Flying Grumman 
Wildcats Sink Big Jap Cruiser Off 
Wake Island”—So you think that’s a 
newspaper headline? Well, maybe it 
was once, but now its the head for a 
two-page full-color cartoon strip ad- 
vertising the products and name of 
Grumman Aircraft Engineering Com- 
pany. Some smart apple thought up 
the approach, and it’s fresh as a daisy 
in business papers. You'll find it in 
some of the aviation magazines—get 
a copy and read it. It’s a winner here, 
hands down. It’s brain-pappy is L. 
E. McGivena, head of L. E. Me- 
Givena & Company, Incorpo- 
rated, New York. 

Dat Old “Precision” 

Has Me in Its Spell 


Big run on an old word-enemy of 
ours this month. The word—‘Preci- 
sion.” The kicker-arounders— 

National Machine Products which 
uses it as a one-word headline against 
a background of twinkling stars. . . - 
“The stars, unvarying in their course, 
are the celestial guides of aircraft and 
ships. The precision of their move- 
Want us to go 


” 


ments assures 
on? 

Colt’s Patent Fire Arms Mfg. Com- 
pany—‘‘Colt Precision” is the story, 
and for our money it’s stuck with it. 
It has lots more, and better, to us 
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space for than this. 

National Bearing Metals Corpors- 
tion—Gives you the silhouette of 4 
naval officer taking his bearings and 4 
honey of a headline, “Precision: The 
Watchword of the Seas.” 

The Federal Bearings Company— 
Well, at least this advertiser keeps " R 
simple with “For Accurate Con rol— 
Quality, Accuracy, Precision.” Chats 


all. ¥ 
% Our blessing to Dresser Im shri 


for a great ad, and a great 1 lance 
to “precision” when they wrot “We id 
Boiled Precision in Oil to boo high z 
octane gas production.” This is * & 
excellent case study of a specia’ pum? & 
development by a Dresser m mber 
1943 § 
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Yes, MARS—METALS and ALLOYS 
Readers—are steering the compli- 
cated technology of war today, just 
as they will that of peace tomorrow! 


GODS OF WAR Materials—processes—conservation PI 
... AND PEACE ! —these practical engineers are in 


the forefront of every major change 
.-. Solving problems. Certainly one 
group in industry you want to keep 
posted on your products, for now 
and for tomorrow... 


cW. <y 
ANS 


RIVETS ON ICE »».-Sure— MARS have SECOND CHILDHOOD - ++ for high speed steel! CUSTOM-TAILORED +++ Vital parts now pop 


brought chilling cold to the status of a major Vanishing stockpiles of tungsten, molybde- out of stamping or pressing machines, die or 
industrial tool, just as heat has been in the num, cobalt, chromium, vanadium —rare permanent mold casting machines, in com 
past. It freezes rivets, shrinks bushings, metals that give this steel its fight—prompted plicated shapes that used to require ho 
sleeves so they slide unscored into war prod- MARS to develop many conservation meas- machining off wasted metal. Thank M 

ucts, expand to perfect fit. It ages gages, ures, among them, chromium plating that for leading design, equipment, and te 

cools lubricants... renews their armor... of these war-shorteners. 


METALS 





and you glimpse MARS’ next 
assignments—to stand in the 
forefront during the problem- 
solving of reconversion—to en- 
gineer the products and proc- 
ses of peace. Keep your story 
before them! 
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BIA COomPpanr 


Pacific Pump, in order to handle gaso- 
line cracking at terrifically high tem- 
perature. It’s well told, to the credit 
of Pacific Pump, and with a final 
wind-up on how Dresser companies 
work together as a team. Congratula- 
tions. We just can’t get away from 
“that man”—Edwin L. Andrew, 
vice-president, Fuller & Smith & 
Ross, Cleveland—who did this 
job. 


Editors Might Have Written These 


This is the type of war-helpful 
stuff you find in the editorial pages of 
business publications 


so many good 


right along. Yes, editors might have 
written these ads! 


Brass 


Tips on Condenser 


The American 
This is “No. 4: 


Tube Maintenance” 


Com pany— 
and is headed, 
‘Simple methods of repairing and re- 
working worn tubes.” Three columns 
of text (with sketches) appear to 
idequately cover such points as, “The 
use of sleeves for pitted inlet ends”— 
W here the 


ferrules have been de 


stroyed”’ Changing the location of 
tubes.” 

Crescent Panel Company—Great 
spread of twelve “Helpful do’s and 


don’t’s for users of Aircraft Ply 
wood!” 
Utensil 


Th Aluminum Cooking 


Com pany—Page devoted to “Instruc 
tions for Proper Maintenance of Wear 
Ever Steam-Jacketed Kettles.” 


ten detailed items included in the text, 


Some 


with a final paragraph offering a help 

ful booklet. 
Trumbull Electric 
Another page, 

Help ‘keep ‘em firing’ in your Elec 


Mfg. Com pany) 
helpful “How to 
trical Control army.” Some five items 
in one column talk “Inspection” and 
ilongside of it another column carries 


“Mainte 


purposeful 


useful 
( 1M rd 


ight pointers on 


nance.” practical, 
stuff. 

Isolantite Inc-—Under the headline, 
“Where Can You Use a Ceramic with 
These 


advertiser starts the first of a series 


Mechanical Properties?”’, this 


on the properties and applications of 


164 


PROTECT YOUR MOTORS 
with simple but reliable relays 





Isolantite. This looks like a justified 
Tell-All job with three full columns 
of type and pictures giving the de- 
tailed answers to “Just Where Is the 
Difference?” (that is, between Isolan- 
tite and ordinary ceramics )—“What 
About Its Physical 


About Its 


Properties?” — 


“How Chemical Inert- 
ness?”” 


( rescent Tool 
page of fast stuff on “Tool Notes” 


Com pany—G 00 d 


having to do in particular with, “How 
to Remove Cotter Keys.”’ Four easy- 
to-follow sketches and accompanying 
copy make it so simple a babe-in-arms 


could do it right. 


% Webber Gage Company—W inner 
coming up here. This is really solid— 
having to do with “ ‘How to’-—Use— 
Select—Care For Precision Gage 
Blocks”—and is “No. 3—Correct 
method of wringing gages together.” 
Four sketches, white on black, supple- 
ment the instructive text. This series 
will do a great job among newer and 
inexperienced workers in the handling 
and care of precious gage blocks. And 
it will do a great friend-winning job 


for Webber Gage, too. This is the 


work of George D. Webber in 
collaboration with John H. Koch 
of American Machinist. 







(er GAGE BLOCK FACTS 


\ ' “Wew to”—USE—SELECT—CARE FOR 
TE (PRECISION GAGE BLOCKS | 


No. 3-Correct method of wringing gagestogether 
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Notes from a Copyman’s Cuff 


Boots Aircraft Nut Corporation— 
A husky little third-page that caught 
our eve because of a fine explanatory 
“Before and After” diagram. 

American Spring of Holly, Inc.— 







Picture of a trick kind of a cotter 
key. Headline that kind of gets you 
—‘“easy for fumble fingers. ‘ 

S Mfg. Compan) 
Army Air 


National Screu 
—Reproduces an Corps 
chart, “Time Cycle for Procurement 
of Typical Aircraft Alloy Steel Prod- 
uct” in a full page ad, goes on to 
point out how National facilities per- 
mit by-passing of several time-con- 
suming steps. 

The Yale and Towne Mfg. Com- 
pany (Philadelphia Division) — We 
think the art of the sprawled out burro 
in “A Complete Flop!”, and of the 
poor, sweating laborer struggling with 
the barrel in “Poosh "Em Up Tony!” 








are excellent (and amusing) and legi- 

timate “stoppers.” We're sorry Yak 
and Towne couldn’t put a little more “ny 
stuff on the ball in the text so we N 
could say more. | 
; We 
The Grabler Mfg. Com pany—W hat a 
we like in this color page is the wa) . 
it plugs the plant maintenance man my 
He’s shown at the top of the page—a TA 
small silhouette halftone, standing on Sal 
a large red “G”, and labelled, ‘The ‘ 
Man with the Pipe Wrench.” Then Leff 
he comes to life again at the bottom che 


of the page in a little box that says, p 
“The Man with the Pipe W rench @ R 
avoids time-wasting grief with Grab- & adv 
ler Square ‘Gee’ Fittings.” Cor 
McKinney Mfg. Company— |! his Stat 


has nothing to do directly with copy, 





much intrigued b this 





but we're 
outfit’s sig plate—a black and white 
with 






door hinge lined up at an ang! 

the McKinney name and address hit- 
ting into the perspective. It’s arrest 
ing and rememberable. 







Remington Arms Compan -We 
praise the newsworthiness of R 
ton’s “Dealer Letter for August hav- 
ing to do with “How fast is a bv le 
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The latest advertisement in the GRAPHITAR 
series prepared by Seemann & Peters, Inc 
agency, Saginaw, Michigan 


legi- 
Y ale 
more “The returns we get from PRODUCT ENGI- 
NEERING are from just the type of individuals 
we want to reach . . . product engineers, in plants 
making all types of mechanical equipment. These 
engineers write in for our booklet, ‘GRAPHI- 
mers TAR’, and a number of leads have resulted in 
1g on sales to companies not previously sold by us. 
“We feel that our advertising has been very 
effective in informing product engineers as to the 





ni characteristics of GRAPHITAR. We know that PRODUCT ENGINEERING 

al PRODUCT ENGINEERING has done a real boiled-down facts about its coverage of the real 

rab advertising job for The United States Graphite top-ranking metal-working plants in the country 
Company.” These are the words that came in a . its more than 13,000 paid subscribers? Write 

his statement from Mr. O. R. Miller, Director of Sales. today for it. 

py 

this 

. a 


| “PRODUCT 
ENGINEERING 


PRODUCT 
ENGINEERS” 
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The experience of GRAPHITAR is typical of 
that of other advertisers in PRODUCT ENGI- 
NEERING. And you don’t have to offer booklets 
or samples to know that your advertising is 
making your products known to the readers of 
PRODUCT ENGINEERING .... the technical 
journal product engineers rely on for factual 
up-to-the-minute design information. 

Would you like to know the full story of 
know the 
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PRODUCT 
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ABC @ ABP 
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hav- 
A McGraw-Hill Publication 


ed for Designers of Armament, Essential 
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achinery and Mechanical Equipment 















Going Fast! A Few Left! Page after page of specific date 
whot product engineers wont to know — and must know — about 
your products, this new handbook gives you copy themes for 


today's and tomorrow's advertising. Send for your copy todeoy 


Product Engineering, 330 West 42nd Street, New York 18, N. Y. 
Nome 

Title 

Company 


Address 


eee eees 































—getting into the facts on some un- 


usual Remington research. 

Che Carborundum Com pany—N ice 
merchandising to dealers of its regu- 
lar ad series (another of the really 
distinctive campaigns of industry). 
This page shows the regular ad in 
slightly reduced size with a column 
of text alongside of it under a point- 
ing hand and headline, “This should 
make us both feel better!” 

Westinghouse—Good use of color 
and illustration serve to remind us 
that sometimes a third-page can do 
as good a job as a full page if properly 
handled. This small-spacer carries a 
large cartoon-type picture, its head- 
line splashed over a red panel, “Hold 
it, Mister! there’s an easier wa) 
to end your motor problems. Ask 
Westinghouse!" and refers to a page 


ad on page 31. 


Boo-of-the-Month 


This month, a boo in wholesale to— 

Leland Electric for “We Have 
Adopted ‘The Kid in Upper 4°”. 

Bethlehem Steel for that page with 
no copy—‘Bethlehem Pipe is on duty 
in army camps”—just a corny sil- 
houette of a row of barracks and an 
army bugler. 

Wellman Bronze & Aluminum Com 
pany—"“Only Skill and 
Produce the Masterpiece.” 

Dunbar Bros. 
many Words in a Speech?” 

Ladish Drop 
“Controlled Quality. 

Joshua Hendy lron Works—'Why 
We Are Advertising Now.” 

W. O. Barnes Company, Inc.—"“A 
Barnes Blade Is Better.” 


Experience 
“How 


Com pan) 


For g Com pany— 


106 


COVERING 
USE AND 
a MAINTENANCE 
_*s 
' 8 eatowry OF SOUTHWARK 
70UTHWwany, TESTING 
— MACHINES 
\ a ee mp he 7 to 


» doteiptes Pe Pam wee Repere 


~~ 8 saowin 
SOUTHWARK 


na 


Wilbur B. Driver Com pany—“V ital 
as a drop of rain.” 
Levinson Steel Sales Com pany—No 


head, just poetry— 


needn't make a layout or set a lot o 


s a cinch, our adman said, to write this 
is a ‘pipe’ 

’ 

type a 


We could go on but that ought to 








The Copy Chasers’ 
Principles 
@ THE COPY CHASERS base 


their criticism of industrial ad- 

vertising on the following basic 

principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 


enough to make reading 
worth while. 

3, Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser— 
but nothing exaggerated, 

nothing boastful, nothing the 

salesman himself would be 
ashamed to say. If necessary 


—good solid “reason-why.” 
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warn you that “our adman” didn’t 
even have to write an ad. 
Acme Pattern & Tool Company— 
“Acme for Action.” 
Boston Woven Hose 
Company—“The Spirit of 
Has Yet to Be Conquered.” 
Sav-way Industries—Spread, wasted Jf 


§ Rubber 


Freedom 


on overall halftone of two phoney y 
Arabs pointing to another full page 
halftone of, yeah, the Sphinx! Asks 
Arab Amos, ““What’s his secret?” An 
swers Arab Andy, “He’s the only onc 
who’s seen the new line of Sav-way 


= 


= 


machines and he won’t talk.” Ow 


wah! Ow-wah! 


Boost-of-the-Month 


% Biggest bow this month to th 
brains behind a current Baldwin South 
wark spread, “Are YOU getting this | 
Series of Ads?” Three of the series 

referred to are shown in large enough 
size to show how valuable they can 
be on the maintenance of Southwark 
Testing Machines. This is one of the 









finest examples of advertising con- 






scientiousness we have seen since the 





war. Who says advertising doesn’t 
serve? It is the work of Wilbur C. j 
Kriebel of the Baldwin advertis- ff 
ing department. 

THe Copy CHASsERs. 
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Industrial Advertising Man 
Becomes Mayor of Canton, O. 








Albert S. Fromm, advertising manager, 
Union Metal Mfg. Company, became 
mayor of Canton, O., 
last month following 
the death of Mayor 
Ed S. Folk. Mr 
Fromm had been 
president of the city 
council since 1939 
and has been a mem 
ber of the body con 
tinuously for the last 
hiteen years He be 
came interested in 
politics as a hobby 
and fulfilled the 
duties of his public 
ofhce after business 
hours. While filling ALBERT S. FROMM 
out the unexpired 
term of Dr. Folk, Mr. Fromm will com 
tinue as advertising manager otf Union 
Metal on a part time basis 

Mr. Fromm has been associat 
Union Metal Mfg. Company sinc 
He organized the company’s sales promo 
tion and advertising departments in 1925 
and has directed their activities ever since, 
with the exception of an interval of 




































with 
1920 










years when he served as assista sales 
manager He is a member of t Na 






tional Industrial Advertisers Associatio® 
and director of the local Rotary Club 


Goulds Pumps Names Rumrill 


Goulds Pumps, Inc., Sene er 
N. Y., has appointed Charles L. umm 
& Co., Rochester, N. Y., to handle # 


advertising of its industrial divis 
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100% COVERAGE 


Read and used by 
every major buying 


factor in all 
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IT’S A DIRECTORY OF THE INDUSTRY 


Delivers Your Product Story All Year 





At One Low Cost 


Day after day, week in and week out, for 
12 full months, the Pit and Quarry Hand- 
book is a constant source of tested pro- 
duction ideas and practical operating and 


maintenance methods. 
BUT IT IS MORE THAN JUST THAT—the 
men who read the Handbook consult it for 


Consequently, your catalog 


a purpose. 
facing an authoritative 


advertisement, 
technical article dealing with the prob- 


lem your product is designed to solve, 
strikes the reader at the exact moment 
that he is most inclined to buy. 

THIS ADVERTISING-EDITORIAL TIE-IN means 
that your advertisement in the 1944 Pit 
and Quarry Handbook is on display in the 
Show Window of the Industry every single 


day for a solid year. 


TODAY’S MANPOWER SHORTAGE compels 


operators to seek short-cuts and employ 
labor-saving materials and equipment 
wherever possible. And, as always, they 


will depend upon the Handbook for solu- 
tions to vastly greater problems in 1944. 
Therefore, you may be sure of a receptive 
audience of foresighted buyers when your 
sales message appears in the 1944 Pit 
and Quarry Handbook. 


MANUFACTURERS ARE URGED to tell their 
complete product story in this successful 
sales producer. The 1944 Handbook is 
now in preparation. Make sure that all 
your suitable products are shown and 
that your catalog copy appears in every 
section dealing with processes in which 


these products are used. 


WRITE FOR FOLDER completely describing the 1944 HAND- 
BOOK and how it helps sell your products to nearly 5,000 
executives, managers and superintendents in America’s non- 


metallic mineral industries. 


PIT AND QUARRY HANDBOOK 


538 S. Clark Street 





Chicago 5, Ill. 
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Standard Buying and Selling Agreement 


Drafted by Industry 


Move to place buying and selling on equitable basis 


widely approved by divisions of automotive industry 


to establish an 


@iN AN 


equitable and 


EFFORT 
standard basis of pro- 


tection for both buyer and seller in 
connection with purchase orders for 
war work, a committee of nine men 
from various branches of the automo- 
tive equipment and supply industry 
have drafted a standard master agree- 
now 


ment receiving considerable at- 


tention in that field. Although one of 
the immediate problems the agreement 
is designed to solve is that of termina- 
tion of war contracts, its application 
is much broader and it is being re- 
ceived with a view to making portions 
of it standard practice on all types of 


purchases. 

for the 
Agreement 143”, 
dates back sev- 
eral years when a group of three men 
lack ot 


uniformity and the inequity of certain 


The inception ot the idea 
Master 


as the form is called, 


“Standard 


in the industry discussed the 


clauses in purchases order forms and 
With the 


situation becoming more complex in 


tried to work out a solution. 
connection with war contracts, inter- 
est in the subject spread and eventu- 
committee of 


illy resulted in a nine 


to work out the details. 


Competent 
legal talent was retained and the ap- 
proach to the problem was made on 
in entirely unselfish basis, equitable to 
the buyer as well 


taken 


as the seller, every 


clause into consideration from 
both viewpoints, with those represent- 
ed agreeing they were willing to buy as 
well as sell under the stipulations. It 
is believed to be the first time such an 
agreement has been 


ever attempted. 


108 


It is realized that while this 


cover eighty to 


agree- 
perhaps, 
per cent of the relationships 


ment will, 
ninety 
seller, at times 


have 


or special clauses to cover particular 


between buyer and 


it may be necessary to riders 


aspects of the relationships. 


The men on the committee which 
drafted the agreement, and the asso- 


ciations they represented, were as 


follows: 

Automotive Parts and Equipment 
Mathew Keck, Borg- 
Warner Corporation; F. H. Standley, 
Cleveland Graphite Bronze Company; 

A. Norgren, Bendix Aviation Cor- 
Bendix Products Division. 
Motor and Equipment Manufacturers 
B. Davis, Perfect Circle 
Company; E. H. Columbus- 
McKinnon Chair Corporation; C. A. 


Manufacturers: 


poration, 


Association: L. 
Flynn, 


Griep, Dayton Rubber Mfg. Com- 
pany. ABCD Motor Credit Associa- 
tion: Clark Ellet, Bohn Aluminum & 
Brass Corporation; A. Gram, Eaton 
Mfg. Company; Stuart G. Phillips, 


Dole Valve Company. 


Provisions of Agreement 


A substantial portion of the master 
agreement is devoted to provisions re- 


lating only to production destined for 


United States government use, includ- 


ing the usual mandatory clauses known 


to all war contractors, and therefore 


not discussed here. 


A general idea of the remainder 


of the agreement may be gathered 


from the following excerpts: 
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STANDARD MASTER AGREEMENT 143 

It Is Hereby Agreed between..... 
Oviccinsccuwn hereinafter called Buyer 
ne eer eee herein 
after called Seller, with respect to purchase 
orders hereafter issued by Buyer to cover 
purchases from Seller, and purchase orders 
heretofore so issued but not now complete 
ly filled, that all the terms and conditions 
(whether printed, stamped, typed or writ 
ten) on Buyer's purchase orders (except 
the description and specifications of goods 
ordered, quantities, prices, terms of pay 
ment, delivery schedule, inspection, billing 
and shipping instructions, tax exemption 
certificates, and priority information) shall 
be deemed not applicable, and in lieu oa 
of the terms and conditions set forth in 
the following Articles shall be applicable 
and shall govern all such orders 

1. Packing, Crating, Cartage oe Special 
Containers. Unless otherwise stated, prices 
set forth in purchase orders shall include 
all charges for Seller's usual packing and 
crating and for cartage to f.o.b. point. Sell 

r shall not be obligated to provide special 
poder aon unless specified 

Transportation Cost Changes 


an 


order requires delivery by Seller t mal 
elsewhere than at Seller's plant, the contract 
price shall be deemed to be based on trans 
portation rates, including taxes thereon, eX’ 
isting at the time of Seller's acceptance 0! 
such order. If such rates or taxes shall be 
increased or decreased between such time 
and the time of delivery the contract price 
shall be adjusted accordingly, prov .d that 
Seller shall separately state the amount 0 

any such change 
3. Tax Changes. If a contract price im 
cludes the amount of any direct excise 
tax borne by Seller in connectior th the 
manufacture, sale, use or deliver the 
goods and any such tax shall be nged, 
or if any new tax of such nati is 
fa 


posed on Seller after the acceptal 
order but before completion the: 
the contract price shall be adjusted «accor 
provided that Seller shall separate 





ingly, 
state the amount of any such ge 
new tax 

4. Maximum Prices. Seller ce: 





its selling prices do not and will 
best of its knowledge, informati d 


r ssl 


lief, exceed the maximum prices | 
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Because motion pictures have been found one of the best antidotes for fatigue and 
absenteeism among warplant workers, Bell Aircraft Corporation, Buffalo, N. Y., has opened 


a movie theatre in its assembly plant. 
shown six times a day, twice for each 


any prevailing applicable law or 
regulatior Seller wwrees to refund any 


suyer which are 


subse 


I 
determined to be in excess of such 
| | 


maximum price | any law or regulatior 


ill be promul ited or amended after the 
of any order, prohibit 
iny of the goods 


ontract price, Sell 


] { 
t delivery 


vered thereby at the 


er, upon written ‘tice to Buyer, may car 
el the unfilled portion thereof relating t 
such goods without any liability therefor 
If no contract price is stated in Buyer's 
purchase order, Seller's price shall not ex 
eed the price charged for the same goods 

its last previous sale of substantially the 
ime Quantity to B iver provided that suc 
last previous sale was made within a reason 


ible peri | not to ex eed 90 days 
Warranty. Tools, Delay 


The customary warranty of goods 
supplied by seller is included and that 
buyer must give notification of de- 


fects within reasonable time. 


Under “Materials, Tools and Equip- 
ment,” it is specified that seller will 
supply all materials, tools, and equip- 
ment required to fill any order, but 
should buyer supply any they must be 
of good quality and workmanship. 
Special tools supplied by seller shall 
remain the prope rty of the seller even 
though paid for directly or indirectly 


buyer All 


equipment, etc 


by the tools, patterns, 
supplied by the buyer 
must be kept in good condition by 


the seller ind properly insured. 


The seller’s liability for “Excusable 


Delays” are enumerated under ten 
points usually found in contracts. The 
buyer is permitted to delay scheduled 
deliveries on account of causes beyond 


“De. 
livery Releases” provides that the buy- 


its control. A paragraph on 


er must give reasonable notice for 


future deliveries and must compen- 


110 


shift, 


Late news reels and short comedy subjects are 


the first third-shift show at 12:25 A.M. 


sate seller for increased costs due to 


unreasonable delivery schedules. 


Patent Infringement 


The matter of patent infringement 
is equitably covered in the following 


paragraphs in the master agreement: 
9. Patent Infringement 


(a) Seller agrees with resnect to any de 
sold to Buyer, its 


agents and customers, and the successors 


vice or compositior 
and assigns of any of them, harmless from 
all liability, costs and expenses on account 
of any claim of infringement of any Letters 
Patent of the United States by reason of 
the manufacture, use or sale of such device 
or composition, provided the design of such 
device, 
tion, or the method of manufacture of such 
device, or composition, had been adopted 
by it upon its own initiative; and further 
provided that Seller be notified by Buyer in 
writing promptly of any charge of infringe 
ment made and of any suit brought in re 
spect to such device or composition, and 
Seller be tendered full control of the de 
tense or settlement of such suit 


or the character of such composi 


(b) Buyer agrees with respect to any 
device or composition bought from Seller, 
to hold Seller, its successors and assigns, 
harmless from all liability, costs and ex 
penses on account of any claim of infringe 
ment of any Letters Patent of the United 
States by reason of the manutacture, use 
or sale of such device or composition, pro- 
vided the design of such device, or the 
haracter of such composition, or the meth- 
od of manufacture of such device or com 
position, had been adopted by Seller upon 
the specific instruction of direction of 
Buyer; and further provided that Buyer be 
notified by Seller in writing promptly of 
iny charge of infringement made and of 
ny suit brought in respect to such device 
r composition, and be tendered full con 
trol of the defense or settlement of such 


sult 


(c) Seller ind Buyer severally agree to 
notify the other in writing promtly oft any 
harge of infringement made and of any 
suit brought in respect to such device or 

mposition, and to tender to the other the 


: , 
ontrol of the defense or settlement ot 








War Order Provisions 

Special provisions relating to pro- 
duction for government use are cov- 
ered under sections as follows: 10. Re- 
negotiation; 11. Disclosure of Infor- 
mation Prohibited; 12. Employment 
of Aliens; 13. Inspection of Books and 
Premises; 14. Anti-discrimination; 15. 
Plant Termination 


Provisions. 


Protection; 16. 


Duration of Agreement 


The concluding paragraph of the 
agreement, immediately preceding sig 
natures, covers the duration provisions 


and reads as follows: 
DURATION 


This master agreement may be cancelled 
by either party hereto at any time, but it 
shall continue in full force and effect unti 
it is cancelled in writing by either party 
provided, however, that such cancellatior 
shall be effective only as to contracts er 
tered into by the parties after the date « 
such cancellation, and contracts entered 11 
to prior to such cancellation and not fully 
performed at the time thereof shall cor 
tinue to be subject to the provisions her: 
until they have been fully performed 


The Automotive Parts and Equip 
ment Manufacturers and the ABCD 
Motor Credit have ap- 
proved “Standard Master Agreement 
143,” 
cussed there has been intense interest 


Association 
and wherever it has been dis- 


manifested and wide approval. Al- 


though the men who drafted the 


agreement did so in the interest of 


their own com panies, they are willl 
ing that it be adopted by industry 
generally, believing it will be equally 
beneficial to all buyers and sellers. 


Lund Goes to OPA 


Malcolm Lund, formerly campaigt 
manager, Division of Information, ‘ 

servation Division, War Productio! 
Board, Washington, D. C., has joined the 
Office of Price Administration, Divisiot 
of Campaigns, where he will be a 
paign manager in charge of gasoline, 
oil, car sharing, and tire 
drives. Mr. Lund initiated the cutting 
tool and manila rope conservatior 

grams which are being conducted 11 

junction with the National Industrial Ad 
vertisers Association. Previous to } ng 
WPB he was associated with Howard 
Swink Advertising Agency, Mario ) 
and was active in the Central Ohio |! 


trial Marketers 


"New Pencil Points’ Makes 
Changes in Representatives 


E. D. Boyer, formerly with 
States Plywood Corporation, has 
appointed to represent New Penci 
in the East; Kellogg Sprague, 
on the Fort Lauderdale News ha 
assigned to the Cleveland territor 
D. G. Pilkington, recently with N 
Gypsum Company, replaces J: v 
Belcher in Chicago who has beer 
to the New York ofhce as b 


manager 


conser;ry 
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4 NAME 


of copies for training purposes. Many colleges and voca- 
tional schools use the handbooks in engineering courses 
involving maintenance. 

* * * 


That’s a pretty sound way to protect post-war markets. 


For our post-war markets will be determined by the out- 
come of the war—and the success of our war program 
depends upon production. Every piece of American 
industrial equipment is pitted against every piece of 
\xis industrial equipment. One of the most critical 
problems facing industry today is maintenance of 


existing equipment. 


High speed, ‘round-the-clock operation means four 
times greater wear— inspection, adjustment and lubri- 
cation must be quadrupled if production schedules are 


to keep pace with mounting war needs. 


The problem is further complicated by the thousands 


of relatively inexperienced men—and women—now 


responsible for the turning of (merica’s factory wheels. 


\llis-Chalmers decided to concentrate its entire promo- 


tional efforts on helping to solve this vital problem. 


Take another look at the two advertisements on the 
opposite page. Note how clearly and interestingly the 
maintenance stories are put over. It took plenty of 
digging to assemble the data—plenty of headwork to 
present it dramatically, yet so simply that even the 
newest “helper” on the job can understand it. Result: 
industrial advertisements and handbooks so full of 
direct, practical, usable “know how” that executives, 
plant managers and maintenance workers responded 


with overwhelming enthusiasm. 
Altruistie? 


Not altogether. The thousands of new men coming into 





important positions in industry today are the very ones 
whose specifications will determine the sales volumes 
of the post-war period. 


One of the finest ways of enlisting their cooperation is 
to help them expedite their jobs today. 


Give them the information they need to speed war pro- 
duction. If you have a fabrication method or mechanical 
device that will save precious man-hours, a new product 
that can be substituted for more essential materials. 
a service that will cut maintenance costs, tell them 
about it in the pages of the industrial publications they 


read for technical data. 


That's the whole secret of successful wartime adver- 
tising--and such advertising also will help to protect 


your post-war markets. 


If you would like the full story on the Allis-Chalmers 
maintenance promotion, it is available in Case Study 


form. 


The Case Studies illustrate and discuss not only in- 
dustrial advertisements—but catalogs, booklets, man- 
uals, shop bulletins and other, promotional activities of 
nationally-known manufacturers. They show you ex- 
actly how the data was obtained on which the cam- 
paigns were based—why certain copy slants were 
chosen why “job interest’ determined the selection 


of media—amount of space used complete analyses 


of results. 


\sk your McGraw-Hill man about them, or clip the 


coupon. 


McGRAW-HILL 


NETWORK OF INDUSTRIAL COMMUNICATION 


Research Dept., McGRAW-HILL Publishing Company, Inc., 330 West 42 St., New York (18), N. Y. 


Please send the following Case Studies and books on how to make Industrial Advertising do a bigger 
job to help the war effort and protect post-war markets: 


CASE STUDIES: 
Allis-Chalmers Manufacturing Co. 
Westinghouse Electric & 
Manufacturing Co. 
\luminum Company of America 
Henry Disston & Sons, Ine. 


F. Houghton Company 


ontinental Can Company 








ee 


John A. Roebling’s Sons Company 
| Metal & Thermit Corporation 
| Plymouth Cordage Company 
| Gilmer Belting Company 
} Air Reduction Sales Company 


] Manhattan Rubber Mfg. Div. of 
Raybestos-Manhattan, Ine. 


irectinmcnmetibinsiii 


POLICY ANALYSES: 
] The Top-Executive Goes to War 
The Sales Manager Faces the 
Minus Quota 
The Advertising Manager on 
“TIndustrial-Information-Please”’ 


TITLE 
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ROBLEMS 


IN INDUSTRIAL MARKETING 
| By KEITH J. EVANS 


} Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 








Morning or Evening Papers book very quickly. The following 
For Help Wanted Ads? companies have recently published 
ia wialaineianh te ilies sis employe guide books that are particu- 
8 Me wea, larly helpful: Illinois Tool Works— 
whether morning or evening papers ee a . 
are best for classified help wanted ad- Shakeproof, Inc.—Chicago; Western 


vertisements. As we do not regularly Electric Company, Chicago; Heil | 
- | advertise in newspapers, | do not have Company, Milwaukee; A. C. Nielsen 
TO REACH BUYERS OF | the answer. Have you? Company, Chicago; Bendix Radio 
o> ADVERTISING MANAGER. Div. of Bendix Aviation Corporation, 


| We have talked with a number of South Bend, Ind.; Oneida,  Lrtd., 
| employment men and find very little Oneida, N. Y. [See IM, Aug. ’43, p. 
difference between the results secured 50.] 
from morning or evening newspapers. 
They tell us it is more a question of Remembrance 
the type of newspaper. Some news- Advertising Now? | 


| papers are read more by factory work- Since our capacity is being used 


ers than others. Usually the class- for the war effort and we have noth- : 
ified advertisements in these papers ing to sell to our regular industrial 
cost less because of the smaller cir- market, our company has not dom 
culation. Our best recommendation very much advertising. I regularly 
is that you key the advertisements and send management notes on what wi 


should be doing, and advertisement 
of competitors, but still do not suc- 
ceed in getting them started. Since 
they are more or less committed 
against an intensive campaign at thi 
time do you have any suggestion 


| test the different newspapers. Because 
of the labor shortage you will prob- 





ably have to use a number of differ- 
ent advertisements before you are sat- 
isfied. We might recommend display 


ad ahead of the classified section if along minimum lines that 1 might b 
you want to step out ahead of the big able to put over. 
' - —- 
| group of classified ads. ADVERTISING MANAGER. W 
| 


Here are three definite recommen- 
dations that may appeal to your man- Al 


Guide Book for Employes 


Can you help me in the prepara- agement. 








tion of a guide book for employes? 1. Recommend that you be giver 
We are about to prepare a book to ¥ ae ir 

; the help and appropriation to get 4 

| be given to all new employes, which : i der 
will give them the background of our ot your postwar literature in ordet, 


copy written, photographs taken, lay- | 


company, tell them what we make, 
TRANSPORTATION, | outs made—everything all ready 


and acquaint them with the rules and 


EQUIPMENT, MATERIALS, regulation as well as the advantages send out to the printer when the last i 








AND SUPPLIES and services rendered to employes by shot is fired. Some men realize ther 
our company. is going to be a rush for automobiles 
THE ONLY ABC-ABP PUBLICATION ADVERTISING MANAGI R. when the war is over, but seems 
REACHING THESE EXECUTIVES , ae ba’ shes 
; : ee Books could be written on the sub- that few advertising men realize ther 
Everyday Working Tool in Shipping 5; al 
, ject of the employe guide book. It is also going to be a rush for printing 
and Transportation oe : é : ; 
obviously should be friendly, interest- If you have everything ready you W"& 
SUBSCRIPTIONS $15.00 A YEAR . | a ail eal pea ‘terial 
(52 issues) ing, and instructive. So many very get in first and have all yout 
OVER 80% RENEWALS splendid books have been published ready to back up your salesmen "@ 
Write for Specific Market Data | on the subject that perhaps it would the field. 
be best to give you the names of sev- 2. Companies that are no illing 
_ TRAFFIC ~ eral companies publishing these em- to spend much money on adv rtisiS THE 
« ») ARP) ploye guide books. Then with one these days do recognize the di get 
. - or two of these books at your elbow being forgotten. Therefore y ca 
and full knowledge of your own com- be interested in remembrance adver 250 
422 SO. MARKET ST.* CHICAGO, ILL. pany Situation, you can prepare a good tising. One company we k Ww nas 
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shed 
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| WHO IS THE “YOU” 


stern 

vel | IN THIS AD? 
elsen 
.adio 
t10n, 


Ltd., 
3, p 


WHAT DOES THE 


When Taylor Fibre say “You Design It” they have in mind the 
specific product-making readership to whom their ad in 
ELECTRICAL MANUFACTURING is directed . . . engineers, 
designers and executives responsible for the development of all 
machines, apparatus, appliances and equipment which are elec- 
trically operated, and that is a very broad markét. 


AD 


noth 1 AIM TO ACCOMPLISH ? 


By citing an intricately formed component for which Phenol 
Fibre was successfully adapted, the ad endeavors to drive home 
the versatility of the material in serving a wide range of product 
applications calling for such characteristics as high mechanical 
and dielectric strength, light weight, resistance to extreme tem- 
peratures and to chemical action. Also stressed in the ad are the 
modern production facilities of the company which, it is stated, 
insure manufacturing economies and quality control. 


 } WHAT ARE THE IMPLICATIONS, 


nmen 





man ADVERTISING -WISE ? 


In the ELECTRICAL MANUFACTURING market, the most 
opportune selling period is when products are in the planning 
or development stage. On this premise, it is none too early to 
start laying the groundwork for your post-war orders, since there 
is much forward planning already underway .. . certainly more 
than meets the eye! 


seem 409 producers of materials, metals, electrical and 
ther: mechanical parts, finishes and equipment regularly 

advertise in ELECTRICAL MANUFACTURING to 
1 W cultivate the makers of today’s electrically operated 


products and those now being projected. 





illing 


cal Publishers 
dver MH 1250 S\XTH AVENUE 


y ne 


we THE GAGE PUBLISHING COMPANY 





to Industry Since 1892 





© NEW YORK 20, N.Y. ¢ War Bonds 
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begun an intensive distribution of cal- 
endars for the first time in its history 
in order to keep its name before buy- 
ers. Another company uses simple 
typewritten government postal card 
messages reporting the current situ- 
ation to the trade. These cards at 
least serve as reminders that the so 
and so company is still in existence. 

3. Other companies, still unwill- 
ing to carry on what might be termed 
an aggressive campaign, are willing 
to send messages in the form of bul- 
letins, booklets, etc., to their custom- 
ers and prospective customers, giving 


and essential equipment. 


chemicals, and supplies, 








The executives and mill 
Paper Industry and Paper 
influence and decide on purchases. Your products should 
be established in the minds of these men to help break 
production bottlenecks now and in the future. 


personnel reached by The 


Remember, The Paper Industry and Paper World is 
the only ABC Monthly serving this field—having highest 
mill circulation. It is authoritative, and gives you the 
greatest good for each dollar spent for advertising. 

Let us portray for you the present and future possi- 
bilities that this vast market offers for your products, 





information as to the servicing of 
their material or equipment, and in 
this way continue to be helpful to 
their customers even though they 
have nothing to sell. Of course this 
can run into considerable money. On 
the other hand, it can be planned on 
a modest basis if necessary. 


Can Industrial Advertisers 
Help the War Campaigns? 

Our company is continually asked 
to help in the various war campaigns 
that come from the WPB, Treasury 
Department and others. It does not 


What of Today's and Tomorrow's gee 
PAPER and PULP MILLS? 


The Pulp and Paper Manufacturing Industry is enter- 
ing a new era of technological advancement. That 
means important war-time orders for chemicals, supplies, i ed 
It also means big postwar or- , 
ders for all types of equipment, process machinery, 
because there will be much 
rehabilitation and modernization after the war. 


ee 
i ~ , 
ae 
<r ae 
















World are the men who 










FRITZ PUBLICATIONS, INC. 





59 EAST VAN BUREN STREET, CHICAGO, ILL. 
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seem to me, however, that industrial 
advertisers can help much with these 
various campaigns. Consequently we 
have done very little. On the other 
hand we would like to help if it seem 
reasonable to do so. Do you havi 
any suggestion? 
ADVERTISING MANAGER. 


Because some of the various ap 
peals made by our government must 
reach the general public, we can un 
derstand how you feel. However, it 
you will give further consideration to 
the subject you will realize the im 
portant part industrial advertising is 
playing and how much more indus 
trial advertising can do to aid in the 
war effort. 

First, industrial advertising is, o1 
should be, informative and helpful to 
those engaged in war production. Sec- 
ond, there are many campaigns that 
harmonize with industrial advertising. 
For instance, almost everyone selling 
to industry can help on the conserva- 
tion of manpower campaign. Then 
there is also the campaign for the con- 
servation of cutting tools, with a new 
campaign coming out on the care and 
conservation of hemp rope, the 
amount of which is so greatly limited 
since our source of supply has been 
cut off. 

Almost every industry has at least 
one war job on which it can specialize, 
using full page advertisements. How- 
ever, even campaigns that do not 
touch industry closely can be helped 
by the inclusion of small boxes in 
your advertisements. One advertiser 
has included a very clever little figure 
that appears behind this or that illus 
tration with a small balloon, urging 
you to buy war bonds, subscribe to 
the Red Cross and so forth. Ever) 
company, as well as every person, has 
a responsibility to help win the war, 
so if every one of us would use ou! 
ingenuity we will find many oppor- 
tunities to help win this war, even 
we are engaged in industrial advertis- 
ing. If you will look through an) 
magazine with industrial circulation 
I believe you will see hundreds o 
opportunities to help the war effort 
through service advertising and gov- 
ernment campaign advertising, over 





looked not so much because the com: § 
pany would not be willing to cooper 
ate, but because the advertising agency 
or advertising manager isn’t suffer 
ently conscious of the part he maj 
play in this total war. 

Recently there has been dev: ope? 
a series of short motion picture cam 
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Also Publishers of 


COTTON . SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH + SOUTHERN HARDWARE 
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Guy Wore Readers, Xeack Mor Seen 


with 


ISLECTRICAL }SQUIPMENT 


the only new-products paper in its field 


ee eres 


Compare the circulations of electrical publications. You'll 
find that ELECTRICAL EQUIPMENT tops all others in this group. 
And what advertisers find from experience is the phenom- 
enal degree of response shown by readers. 


31,038 (C.C.A.) “active buyers” read ELECTRICAL EQUIPMENT 
because it gives them news essential in wartime—up-to-the- 
minute information on new and improved products, parts 
and material. One proof of this unusual readership and re- 
sponse is the volume of inquiries pulled. Another is the 
growing number of changes in the mailing list requested to 
keep up with increasing personnel and changes of address. 


ELECTRICAL EQUIPMENT has been a response-getter from the 
start. Its first issue in October 1941 produced over 1,700 
known direct sales leads. This pace has not only been 
maintained, but accelerated to over 4,20@ in March 1943. 
In fact, with EE’s time-saving, waste-preventing, handy 
inquiry-feature, each issue has surpassed the previous one 
in response produced. 

ELECTRICAL EQUIPMENT'S coverage is active buyer coverage. 
It blankets the entire electrical and electronics manufactur- 
ing industries p/us the buyers of electrical products through- 
out the essential industries. No other publication in any 
classification offers that coverage. And look at the rates. 
Note the economy. 

For analysis of the circulation of ELECTRICAL EQUIPMENT 
as well as details of its editorial aims and policies, consult 
Standard Rate and Data Service under the symbol “EE” 


or write us. 


| SLECTRICAL SQUIPMENT 


: Published by 
SUTTON PUBLISHING CO. 
; 60 EAST 42ND STREET, NEW YORK 
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paigns designed to promote salvage, 
safety, bond purchases, explain trans- 
portation difficulties, and rationing 
which have been approved by the vari 
ous government agencies and can be 
sponsored in local theatres by adver 
tisers. These not only keep the ad 
vertiser’s name before the public and 
do a public relations job, but also 
materially help get vital governmen 


messages over to the public. 


[CONTINUED FROM PaGeE 25] 


Market Research 


planning today—full employment 
Without recognition of this basic 
principle no plan worth while can be 
achieved. 

This then is my real excuse for in 
troducing Mr. Kettering’s ideas on 
research into the opening paragraphs 
of this discussion. He said as you 
will remember, “We need a new idea 
of what constitutes well-being 
I can conceive of nothing more es- 
sential to well-being for the average 
consumer of goods than the assurance 
of a regular pay envelope which comes 
from steady employment. Keep peo- 
ple working and they will spend 
money, thus creating the demand that 
will keep people working. The crux 
of the situation lies in the hands of 
the market research man. It is he 
who must show the employer of labor 
how much demand; for it is likewise 
self-evident that full employment, 
industry by industry, must be bal- 
anced against demand. Fifty-seven 
million workers cannot be employed 
by the automotive industry alone, of 
the construction industry, or the steel 
industry, or any other class of trade. 
The balance is admittedly delicate. 
How to achieve it and how to hold 
it is market research’s real job 


Elected to Alley & Richards 


Charles A. Holcomb and Richard 5 
Reynolds have been admitted tothe 
partnership of Alley & Richards Com 
pany, New York Mr. Holcomb, who or 
ganized Wolcott & Holcomb Agency ™ 
Boston, joined Alley & Richards in 193° 
Mr. Reynolds joined the company 4s ¢ 


copywriter in 1926 and has for severé 
years been contact man and account @& 
ecutive on a number of important 4 


counts 


Allen Corporation Chooses Wolfe 
Ralph L Wolfe and Assoc! " De 


i r ng 
troit, have been named as adverts 
counsel for Allen Corporation, vent 

pra 
tion engineers. An augmented a 
ane 


of business publication, direct 
sales training activity is schedule 
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i Peed 1“ fluke!” said the newspaper world 
i (and we don’t blame it) when The 
Chicago Sun scooped its 95-year-old rival with 
printed news of the Pearl Harbor attack. 





y \ The Sun was then four days old! 


But it was no fluke! The Sun has fol- 
lowed up that first skvrocket with a 





score of scoops. Many of them have come direct 
from Frederick Kuh, Chief of The Sun’s London 
Bureau. Kuh has hit the bull’s-eve with so 
many major news-beats that even Sun editors 


marvel at his record. For example: 


* I/t was Kuh’s dispatch that let The Sun 
scoop Chicago on the Russian confirma- 
tion of Allied peace terms to Italy. 

*& Kuh again pretold, by hours, the 
American-British plan calling on the 
Italian people to go over Mussolini's 
head to overthrow Fascism. 

*%& And The Sun was ’way first on Chicago 
streets with news of Mussolini’s resig- 
nation. 


YOU CAN SELL MORE FOR LESS IN 


PHE BRANHAM COMPANY, National Representatives 





Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 





\ 


/\\ 
The Chicago Sun 


Does Kuh have better cues than his fellowcorre 
Do Sun reporters have brighter 
and better crystal balls? We don’t think so. 


spondents? 


But Sun men don’t have to beat their brains 
out turning in stories which will be ‘“watered”’ 
or ““distorted.”” They write the news straight. 
The Sun prints it straight. This is the incen- 
tive that brings in news-beats. 


Chicagoans, in increasing numbers, are find- 
ing that The Sun “gits thar fustest with the 
mostest.” 


Could you find a more responsive . . . a more 
appreciative group of people at which to aim 


your message? 


—_—— And besides 


1. You need The Sun in any newspaper 
combination to cover Chicago completely, 





economically and efficiently. 


2. With The Sun alone you can buy a 





tremendous impact against America's 





No. 2 market with a relatively small 
expenditure. | 









CHICAGO’S MORNING TRUTHpaper 



























































[CONTINUED FROM Pace 18] 


Latin-American Market 


telligence branch of the Department 
has been expanded considerably and 
is prepared to furnish any manufac- 
turer with information on the devel- 
opment of existing industries abroad 
and the establishment of new plants; 
import duties and regulations on sales, 
etc.; packing, labeling, marketing, 
warehousing, weights and measures, 
etc. The service offered also includes 
supplying the names of foreign pro- 


ducers and buyers of specific goods, 
credit data, shipping information, doc- 
umentation, financing, interpretations 
of existing war controls on foreign 
trade, and other data necessary to en- 
able the manufacturer to complete 
an export transaction. There is avail- 
able now a series of pamphlets of spe- 
cial helpfulness to export manufac- 
turers describing trading under the 
laws of the countries of Argentina, 
Brazil, Mexico, Peru, Puerto Rico, 
and Venezuela. 

There are many industrial adver- 
tisers who have not previously sold 





INFORMATION 


ON 


AIR 








CARGO.. 


* Did You Know... 


that 36% of all Air Cargo articles carried 
by non-aviation magazines were published 


by D and w? 


* Did You Know... 


thet D and W carried 10% of all Air Cargo 
articles—including Aviation Magazines? 


* Did You Know... 


that D and W placed third among the four 
leading magazines publishing 46.65% of 


all Air Cargo items? 


— (see table) — 


*Analysis of July 19th Tabulation, Library 
of Congress, Division of Aeronautics 


Where Ta Look For 









For Your Sample Copy TODAY 


See how D and W devotes 
special attention to MA- 
TERIALS HANDLING in its 
relation to Air Cargo and other 
related phases of transporta- 
tion and distribution — why 
traffic men everywhere turn to 
D and W for up-to-the-minute 
information about tomorrow's 
methods of shipping, handling, 
warehousing and distribution. 








MAGAZINES 
Air Transportation 
American Aviation 


Amer. Aviation (Daily) 





24 


Percentage Percentage Percentage 
Air Cargo by by | of total 
Articles Non-Aviation Aviation Articles 
Published Papers Papers Published 
37 : 23.56 | 16.59 
26 iad 16.56 11.65 
36.36 eink 10.76 
17 10.82 7.62 








A Chilton 
Publication 





The Progressive Magazine of Shipping, 
Handling, Warehousing, Distribution 





100 EAST 42nd STREET e 


NEW YORK ° 17 . 


N. We 
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their products to Latin America—at 
least not directly—who are actively 
planning to enter this market as soon 
as it is opened to peacetime traffic 
This article is primarily addressed t 
them with the recommendation tha 
they also start now to use advertisin 
to acquaint Latin-American prospects 
with the types and quality of the 
products they will be prepared to de- 
liver, and to establish confidence in 
their character and in their ability 
to serve. 

These advertising messages should 
be expressed in the language of Latin 
America if they are to obtain fal! 
results. They should be prepared with 
the same care that goes into the prep- 
aration of domestic advertising. The 
Good Neighbor policy as a_business- 
man’s code can be successfully incor- 
porated in such advertising. In fact, 
the type of United States advertising 
now being directed to the peoples of 
the other American republics by pri- 
vate business is exerting an influence 
for closer trade relationship and _ bet- 
ter political coéperation that is bound 
to have a lasting effect. 

Under current conditions of paper 
shortages, shipping restrictions, cen- 
sorship, etc., the use of direct-mail 
promotion in Latin-American coun- 
tries is not practicable at the present 
time. All other media, however, are 
available to the industrial advertiser. 

A powerful local press and _ radio 
stations are available in each country 
—both of which mediums offer large 
audiences. There are a number of 
international magazines printed in the 
United States for circulation through- 




























out the Americas, such as the Spanish 
and Portuguese editions of Reader’ 
Digest, Time Air Express, La Hacienda, 
etc. 

Such data as advertising rates and 
circulations as well as general mar- 
ket information can be readily 0- 
tained from either the Association 0 
Export Advertising Agencies (Irwin 
Vladimir, secretary, 570 Lexington 
Ave., New York) or the Association 
of International Publishers Represe™ 
tatives (M. D. Bromberg, !? West 
44th St., New York). Both thes 
export associations have been cooper 
ating closely with the Office of the 
Coérdinator of Inter-Americin At 
fairs in helping to supply info: mato? 


to advertisers and their agen. ies. Fo 
a number of years the Bureau of For 
eign and Domestic Commerce »45 PP 
vided this type of informat on 4° 
that service should become more & 
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les of @ Mechanisms and machines of war must be constantly improved . . . speeded 
Md up... strengthened .. . lightened in weight . . . given increased power . . . made 


more trouble-free. 


luc nee 
d bet- 
bound 
To help accomplish this, advertising men are contributing an essential service in 

paper gathering the information and experience from their own organizations and making it 


cen- available to industry through the printed pages. 
*t-mail 
= More and more of this information is needed by Design Executives to help win the 
sresent 
— war more quickly—and to prepare now for the day of Victory. They want a// of the 
velene available information about your materials, parts, methods and finishes, so they will 


| radio know where and how to use them to best advantage. 


er, are 


ountry 
r large That's why more than 39,000 design executives read MACHINE DESIGN. The editorial 
ber or 


and the advertising pages are constantly providing new ideas, suggestions and data 
in the 


that are aiding men responsible for the design of everything from jeeps to bombers 


yugh- P , 
ns —and from wristwatches to locomotives.. 


Spanish 
¢ ade r 
scienda, There are more than 8,000 plants designing and 





producing machines and mechanisms of all types. Your 
tes and advertising in MACHINE DESIGN reaches them all— 
and your message goes direct to the men responsible 


for Design. Is it making available to them the 
tion 0! 


information they need from your company? 
(irwit 
xin gton 
cation 
presen 
West 
rhese 
ooper 


th 





A PENTON PUBLICATION + PENTON BUILDING + CLEVELAND 13, OHIO 


@ Write for new booklet ‘Getting it Specified” 
which analyzes the market by products, 
location, and financial ratings, and tabulates 


MACHINE DESIGN’s coverage. 
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General indus- 


fective after the war. 
trial marketing information, however, 
continues to be currently available. 
The advertiser should give particu- 
lar attention to the important group 
of business publications printed in the 
United States for circulation in the 
other Americas. These journals, which 
have in many respects pioneered our 
export trade, are a most valuable 
medium for the industrial advertiser 
who wants to reach importers in for- 
eign markets. Most of these export 


journals such as Ingenieria Interna- 


cional, American Ex porter, Caminos 


Who sa 





That old adage may be true 

of women’s tastes in hats 

of politics or a horse race. 
But it certainly does not apply 
to the trade paper preference of 
Illinois - Indiana- Ohio contrac- 
tors, engineers and public works 
officials. 


Here is a case where, not two 
but eight thousand, people think 
alike when they're looking for 
the latest complete and authen- 
tic news on the construction in- 





y Calles, Oficina Mechanica Moderno, 
Guia, Petroleo Interamericano, Re- 
vista Industrial, etc., can be found in 
the Market Data Book number of 
INDUSTRIAL MARKETING or Standard 
Rate & Data Service. 

There are also a great number of 
business magazines published in Latin- 
American countries. A list and in- 
these 
journals can be obtained from the Ma- 
chinery & Metals Export Association 
(F. S. Muller, secretary, 330 West 
42nd St., New York) which has given 


this voluntary service as an aid to 


formation on locally printed 


dustry in this tri-state area 

a case where these eight thou- 
sand actual or potential custom- 
ers for your products auto- 
matically think of Construction 
Digest. It is this fact that 
accounts for the steadily length- 
ening list of equipment manufac- 
turers and material producers 
who are now scheduling Con- 
struction Digest. They know that 
their advertisements in Con- 
struction Digest will be seen 
first and remembered longest. 


Construction J)icEst 


IMinois Indiana Ohio Public Work 
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the advertising program of the Co- 
Srdinator’s Office, as in the case of 
the other mentioned export groups. 

I am presenting this picture ir 
broad outlines, highlighting its favor 
able aspects. The Latin-America: 
market should be regarded in the lighr 
of any other. potential market that i 
worthy of serious consideration. Thx 
informed and capable will find it a 
means of providing a margin that may 
make the difference between profit 
and loss in over-all production. The 
growing backlog of buying power is 
not to be regarded as a lump sum 
that will be quickly consumed. The 
Latin-American market is not merely 
a replacement market. It is a_ vast 
expanding market where wealth is be- 
Given the right kind of 
friendly but realistic codperation 
North and South, the benefits will be 
mutual and is an ascending scale. 

One other thing should be kept 
constantly in mind: the Latin-Ameri- 
can market should not be regarded as 
distant and difficult. The technique 
used in developing domestic markets 


ing created. 


is similar to that which can be suc- 
As already 
explained, the means for entering this 
market are available now for planning, 
and the time for putting plans into 
effect may be even nearer than we 
think. There are many capable and 
experienced advertising agencies that 


cessful in Latin America. 


are fully equipped to consider your 
specific problems and to act promptly 
to secure your place in the Latin- 
Certainly the first 
introduction of 


American markets. 
step should be the 
your name and product, so that you 
will not enter as a complete stranger. 
This means advertising. With the al- 
lowance the Treasury Department has 
made for bona fide advertising ex- 
penditure of this sort, such expendi- 
ture is a sound investment that prom- 
ises an ample return. 


Welp on War Advertising Council 


George Welp, advertising manager, In 
ternational Printing Inks Division, In 
terchemical Corporation, New York, has 
heen elected a member of the War Ad 
vertising Council. He will represent the 
Graphic Arts Victory Committee, which 
is afhliated with the council. From its 
beginning early this year, he has serve 
on the executive committee of the Graphic 
Arts Group 


Mrs. Hanford Promoted 


Mrs. Mabel Potter Hanford has been 
appointed director of research of Moder 
Industry where she has been circulation 
manager. Formerly Mrs. Potter was bus’ 
ness paper media director of Batten. Bat 
ton, Durstine & Osborn 
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THE LARGEST CIRCULATION 
AMONG BUILDING MATERIAL DEALERS AND CONTRACTORS 


Because e « « PRACTICAL BUILDER does not emphasiz 


. i . 
PRACTICAL particular type of building but stresses rather how to put buildin 
BUILDER ioe 6 4} : . P , 
Ps rials together in every kind of building. This is the common pr 
all builders, large or small. For example, a small builder in 
Kansas, discovers a way to save lc per square foot on a concrete barn 
This money-saving hint appears in PRACTICAL BUILDER and is 
by every contractor who can use it, whether he be building a 
1 church, a store or a bomber plant. 


is its slogan says, it is "The How-To-Do-It Paper” for all kinds 
builders, talking their common language, it is also the building paper 
that has been able to amass the largest circulation among builders wh 
believe your message when it appears in the pages of 

publication 


Circulation: 70,000 net Subscription rate: $4.00 for 3 years 


Because e « « BUILDING SUPPLY NEWS prepares 


material dealers for any eventuality, whether new materials 
management, merchandising, post-war building or any other 
To quote a recent instance, an ordnance plant near Little R 

was in the market for 300 over-head doors. One of the 
panies in town secured the names of manufacturers of this type 
from the January Catalog issue of BUILDING SUPPLY NEWS, f 
they paid $1.00, and as a result of this $1.00 investment s: 


ri fat 
al 
A 


vs UU ¢ or f T these joors. 

Because of its editorial policies, BUILDING SUPPLY NEWS natu: 
grown until today it has the largest circulation devoted exc] 
building material dealers, 1 an average of 3.7 extra 
copy—readers who can and will influence the sale of y 
today and for the post-w 


Circulation, 12,276 net Subscription rate: $3.00 for | year 


[ndvigtrial 
yblications, INC. Publishers to He Building Industry 





} es a BU #2 ew oe ae ey | . 
BRANCH OFFICES NEW YORK —~LOS ANGELES —- PORTLAND 
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Packing 
Plant... 


Somewhere in the middle of the 
packinghouse dilemma is a copy 
of The National Provisioner. 
Where to buy so many things is 
a big problem to the buyers of 
Packingtown. 


For money by the billions is 
pouring out of packing plants 
for the supplies and equipment 
needed to maintain their magnifi- 
cent production of meat products 
for America and her allies. 


For 52 years The National Pro- 
visioner has been the favorite 
publication of the meat packing 
business. Packers have learned to 
look there for news and informa- 
tion nowhere else available. You 
can tell them in this preferred 
magazine about your products. 
And remember that boom times 
for the meat packer will run far 
beyond the end of hostilities. 
Write now for full information 
in your copy of “A Vital In- 


dustry.” 
@ 


NATIONAL PROVISIONER 


Leading publication in the Meat 
Packing Industry since 1891 


407 S$. Dearborn St. 


THE 


Chicago, IIlinois 
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marketing procedure, written 





A review of conditions within industries which influence industria! 


by editors of business papers 





Pleasure Boat Industry 
Converted to War Cratt 


@ Naturally, the 
yacht and pleasure boat building is 
at a standstill and no boats of any 


during wartime, 


kind are being turned out for recre- 
ational use. Instead, the trend in the 
industry is, and has been for the last 
year and a half, towards all-out pro- 
ducton of floating equipment for war 
use. In this development the small 


yard has played an important part. 


Yards laid out and equipped for 
the limited production of peacetime 
demands have had to expand at an 
ever increasing rate, to accelerate de- 
Building 


ways have been set up in open spaces 


liveries many times over. 
adjoining former yards, so that many 


mine sweepers, submarine chasers or 
other hulls could take shape alongside 
each other, giving thousands of men 
a chance to work on them where for- 
merly only hundreds could be em- 
ployed. Launching ways were laid, 
machinery erected, sometimes under 
temporary sheds, and stock piles ac- 
cumulated so that the work could go 
All this, in a boat 


and shipbuilding industry where, for 


on without delay. 


decades, orders had been hard to get, 
where the facilities were appropriate 
only for a limited demand, and where, 
except in those cases of standardized 
pleasure boat construction, fifty-foot 
length was the limit, production sel- 
dom exceeded a few units a year. 


Perhaps the greatest change in ship- 
building methods has been in the use 
Deck houses, 
bulkheads, etc., are now being built 


of prefabricated parts. 


as units while the hull proper is un- 
and then 
place, completely finished, when the 
vessel is ready to take them. This 
is a method that will undoubtedly 


der construction put in 


carry over into peacetime construc- 


tion. 


The ship building program for the 


Navy—and Army—while it covers 
many different sizes and types, also 
calls for many units of each type, 


and this, of course, has helped to 
speed production and to make for 
Wherever 


standardized operations. 
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possible, yards and builders have been 
given as units of the 
model as they can handle and, in gen- 
eral, have been given the type of craft 
they are best equipped to build and 
with which they are most familiar. 
Naturally, in this division, the stand- 
ardized pleasure boat manufacturers 
got the great fleets of small craft, the 
aircraft rescue boats, the motor tor- 
pedo boats and the like.—Hersert 
L. Stone, Editor, Yachting. 


many same 


New Tooling Will Precede 
Postwar Production 


@ IT IS frequently said that the tool- 
ing industry was the key to our un- 
precedented war production. It is 
equally true that it will be the indis- 
pensable base of a postwar consumer's 
goods market. 


The tooling industry includes ma- f 


chine tool builders, cutting tool man- | 
ufacturers, special tool, die, and gage 

manufacturers, special machine build- | 
ers, and manufacturers of small tools | 
and attachments. The majority of 

machines and tools produced for prior- 

ity orders will be valueless in produc- 
ing the dream cars, washing machines, | 
New | 
production techniques recently devel- | 
oped make pre-war tooling even les | 
useful. 


and refrigerators of the future. 


New tooling always precedes 5) 
several months the production of new 
models and new products which indi- 
that there should be a short, 
if any, transitional period. What » 
even more important, however, a] 
the new developments already in the § 


tee 


cates 


designing stage. 
In 1940, less than ten per cent @ 
the machine tools in the United States 


itters 


nen 


Pret 


were equipped with carbide 
Realizing that these sintered tools ¢"} 


. . | 
increase production as much as 1,0! 





over 





per cent, it is no surprise th 
sixty per cent of these machines #* 


today equipped with carbid 


However, few of the present n 


tools. 
chines 








) 

































can operate at maximum speeds Se 
work 


and 


eral manufacturers are now 
in the developments of clut 
brake mechanisms for new mo 
































AUTOMOTIVE and Aviation INDUSTRIES has no subscription salesmen 
—yet it has 40,000 readers. 


Its subscription renewal percentage is by far the highest in its field, and 
one of the highest, if not the highest among business magazines. 


Its subscribers renew, for the most part, upon presentation of a renewal 
bill by mail—or a reminder, likewise by mail. 


Also, a little more than 4 automotive or aviation men read every paid-for 
plant copy. 


Any publication selected by its readers—not sold to them—automati- 
cally has the highest degree of reader interest, as has AUTOMOTIVE 
and Aviation INDUSTRIES in these two industrial fields. 


BOM OTE snd ovateon INDUSTRIES 


work 


z) 


4 oe A CHILTON Publication @ Chestnut and 56th Streets, Philadelphia, 39, Pa. 
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in operate ethciently at higher speeds 


ind feeds 


This example is representative of 


many developments indicative ot an 


yptimustic future 


Sales appe ils will be logically based 


ym ability of new models, engineered 


tooling layouts, single purpose ma 


chine and special attachments, to pro 


duce postwar consumer goods faste: 


ind better at a lower production cost 


Convemence, safety and sales price 


will be other factors. 
DON | 


Editor, 


important 
Root, Assistant Publisher and 
The Tool &% Die Journal. 





Commercial Lighting 
Market Bright for Postwar 


@ THE feeling is rather general that 
there will be a large demand for im- 
proved lighting [after the war], al- 


though there are some who believe 


that the dimout has taught people 


how to get along with less light, to 


overcome the effects of which W i] 


require more intensive promotion. On 
ot 


that in the light-starved areas people 


the other hand is the point view 


will be so hungry for light that they 


will go to the other extreme. There 


Engineers know how to look for 

values. Make it good — make it 

“snappy” and you'll make your 

sale. Give facts—you will get in- 

terest. The Proceedings of the 

I.R.E. can only offer 1/6 page 

units to new advertisers, but you'll be amazed at what a lot 
you can do with small ads in this big market. 


Every copy of the Proceedings reaches a man you want to sell 


in your most vital market eee 
rare combination of Highest Quality — 


it represents the 


Lowest Cost 


Greatest Circulation .. 


there's no waste circulation... 


. truly a unique position 


in the radio engineering market. 


8,343 NET PAID 
10,427 AVERAGE DISTRIBUTION \ 


THE INSTITUTE oO 
440 West 42nd Street, New York, N. Y. 


F 





Publication of 
ENGINEERS 
ME. 3-5661 


Official 
RADIO 


WILLIAM C. COPP — National Advertising Manager 


REPRESENTATIVES IN CHICAGO. 
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SAN 


FRANCISCO AND LOS ANGELES 
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that 
is a large and growing backlog « 
war-deferred buying. All 
unable to get new lighting equipme: 
during the war are quick prospects. 


is no denying, however, the: 


who wer 


One thing is recognized and that 
the ability the 
quickly to get back into production. 
For the most part they will not have 


< 


manufacture 


s 


of 


to go through any reconversion proc- 


ess but will be ready to turn out 
equipment as fast as they can get 
material. This would seem to put 


the lighting industry into the market 
earlier than most others and in a 
to be the first 


advantage of the pent-up civilian buy- 


po- 


sition one of to take 


ing demand. 
Not all markets 
fering the same post-war opportunity 


are viewed as of- 
but there is a general agreement that 
the commercial lighting market will 
be the first to come back.—Electrical 


World. 


Advertiser Helps Put 
Idle Machines to Work 
@ HOW ADVERTISING 


cifically helped in the war production | 


has Spe 
program was revealed in an announce 
ment last month by Package Machin 
ery Company, Springfield, Mass. 

A year ago, the company established 


a “procurement service” to help other 


companies locate wrapping machines 
that could be converted to essential | 
production. The service has been ad | 


vertised since in sizable display ads 
in business publications. Manutactur 
ers with idle machines are urged 

register them with the company, whik 


other manufacturers secking machine 





are invited to inform the company ol 


their needs. Buyer is 


put in touch} 
with seller. 

War plants throughout the count! 
have been assisted in obtaining and 
converting machines to new war out 


Notable among these, the com 


put. 

pany reports, are a former cigar wrap 
ing machine now sealing Army 4 
field ration biscuits, a machine tha] 
formerly wrapped spice cartons bu! 
is now wrapping essential dehydratecy 
foods for overseas shipment and ang 
old machine that wrapped perfum 
and toilet water bottles now com 


verted to wrapping cookie and biscul 





cartons for the armed forces. 


Q. indle 





John Powers Agency 
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the account. 

















Can Manufacturers Appoint 

The Can Manufacturers Instit 
York, has appointed Benton & 
as its advertising agent 
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@ BECAUSI of the 
shortage with which the Post Office 


manpower 
Department is presently confronted, 
it is to the advantage of every mail 
user to do all he can to help keep 
postal efhciency at its highest peak 
and speed handling and delivery of 
his mail. 

The postal service has been an im- 
portant factor in the development of 


idvertising and has contributed much 


Suggestions to Assist Mail Service 


to the prosperity of the profession. 
Intelligent use of the mails and co- 
Speration with the Post Office Depart- 
dividends 


reduced 


ment will in an in- 


creased efhiciency and 


pay 
costs 
of the service. 

The National Council on Business 
Mail, Chicago, which is, in effect, a 
national chamber of commerce con- 
cerned with promoting maximum pos- 
cost, offers 


tal service at minimum 
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In January, 1941 a new adver- 
tiser began a series of quarter 
page advertisements in The 
Tool and Die Journal to inter- 
est tooling and production 
executives in a unique pre- 
cision machine they had de- 
veloped. In September, 1942 
the space was increased to half 
pages and in July of this year 
a series of full page advertise- 
ments began. 


This advertiser advised us that 
“out of twenty-six trade jour- 
nals carrying our monthly 


THE TOOL 


RMOUNT BLY 
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RESPONSE 
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copy, The Tool and Die Jour- 
nal, by far and large, has been 
consistently bringing us the 
greatest number of inquiries 
per dollar spent for adver- 
tising.” 

They also report, “The Tool 
and Die Journal leads again 
in bringing more sales per in- 
quiry than any of the other 
twenty-five weekly and month- 
ly magazines.” 

We'll be glad to show you 
dozens of letters reporting 


similar responsiveness. 
ELANO oH 190 


° Cle v 
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the following suggestions to mail users 


in the interests of better postal 
service: 
1. Address mail matter correct!) 


We 


and legibly. Check addresses for ac- J 
curacy, see that they are legib 
Check and clean addressograph plates | 
periodically. 

2. Be sure return address appears 
on every piece. Mail in the dead let- 
ter office does not bring results. 

3. Use new zoning numbers. Plac- | 
ing the zone number on mail to cities 
where the zoning system is in effect 
will speed delivery. 

4. Do not use abbreviations. W rite 
out names, particularly of states. Ab- 
breviations often lead to mistakes and 
missent mail. 

§. Use proper postage in least num- 
Too little postage may 
Sep- 


ber of stamps. 
mean delay; too much is waste. 
arate local, non-local and airmail let- 
ters and afhx postage accordingly. 

6. Mail progressively during th 
day. Do not wait until the day’s end 
to mail. Post several times, beginning 


in the morning. This may mean a day 





saved on distant mail. 


rf Use 


and cards. 


regulation SIZES envelop 
No. 9 No. 10 en- 


velopes are preferred. Especially avoid 


and 


small envelopes and cards. 


8. Know the four mail class 
Using the proper classification wi 
save you money. 


Mail Council Urges Support 
Of Bill H.R. 2001 
The National Council 


organization of users of the 
with the aim of promoting the efhciet 
and economy of the postal service 
ing the passage of a Congressiona B 
H. R. 2001 introduced by Rep. TI! 
G. Burch, chairman of the House C 
mittee on Post Offices and Post Roads 
providing that the government agen¢ 
be charged for postage on their 
of this bill, the council - 
immediately convert the Post Othce V 
partment’s deficit into a profit 
eight million dollars, thus creatit 
wark against possible rise of postal f j 
Business men are requested to imme 
diately by { 
l Writing Hon. Thomas G. Bur fi 
House Office building, Washington, D. & 
approve H. ¥§ 
{ 


on Business M 


post »] 





Passage 


telling him that they 
2001, and asking him to do everyth 
he can to promote its passage 

2 Writing their own c ss 
House Office building, Washingt: D 5 


asking him to support H. R j 
cause it is sound a 
3 Writing to their two set rs as 
ing them to do what they can to see ©*§ 

government bureaus and ag $ 













































charged tor postage on the mail 
out 

4 Sending carbon copies of ese 
to the National Council susiney 
105 W. Monroe St., Chi 


ters 


Mail, 
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P 7 PUBL HED MONTHLY BY 

- Ps W.R.C. Smitrn PusiisHinc ComMPANy 
Cilies RANT . 

effect ATLANTA, GA. 


September 1, 1943 
W rite 


A 
CCS and 
Mr. W. P. Burmeister, Sales Manuger 

t num- | Nevertarnish Steel Company 

ge may Alquippa, Ohio 

Sep 

rail ler. Dear Mr. Burmeister: 
gly. 
ae th 
y's end 
inning 
1 a day 
again actively seek orders. 
velop 


}0 en 


We are glad to give you further information regarding textile 
facturing and the post-war market in this industry, as you requested from our 
A. E. C. Smith. Other similar inquiries we have received recently show that 
machinery and equipment manufacturers, metal suppliers and makers of bearings. ° 
and other auxiliary equipment are beginning to think of the time when they will 


The textile industry offers great possibilities, I assure you. 


A080 PUBL OH ERS OF 
SOUTHERN POWER & INDUSTRY 
ELECTRICAL SOUTH 
SOUTHERN AUTOMOTIVE JOURNAL 


SOUTHERN HAR OWARE 


machinery manu- 


Present activity 


AVON is calling for 24-hour production and repairs and replacements are scarce. (Con- 


sequently some mills are actually already placing orders for machinery to be de- 


lassi livered after the war, sight unseen and price unknown. Furthermore this peak 
W production will continue some time after war's end, to take up civilian backlogs 


and Lend-Lease requirements. 


Engineering departments of machinery manufacturers are already giving attention 
to improved, post-war models. Textile officials are studying the subject now, 


i and they are extremely influential in specifying what goes into the machinery 
Mail. | they buy. Now is the time to reach them - both machinery and textile people - 


while their plans are still in the formative stage. 


COTTON, Serving the Textile Industries, is read both by machinery manufacturers 


} and by the mills themselves. As the production journal for all branches of the 


throughout the country. 


than wait until after the first of the year. 






John C. Cook/c 





ness Mansger 


industry, it is read by machinery manifacturers, most of whom advertise in its 
pages. Further, it has the largest mill circulation of any textile publication 


1944 will be an important year for influencing textile post-war purchases. 
Operating under Government paper restrictions, we are going to be limited as to 
our pages available during the year. Preference will be given to contracts in 
force and regular advertisers and we cannot urge too strongly that you plan your 
1944 requirements now and start your schedule with the next few months, rather 
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Machine Ten lus Book 
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August Advertising Nearly 


@ INDUSTRIAL ADVERTISERS 
did not relax their efforts during the 
summer to help the war effort with 
their advertising in business papers ac- 
cording to reports of advertising vol- 
154 


publications shown in the accompany- 


ume carried in August issues of 


ing tabulation. These publications 
published 29.84 per cent more ad 
vertising in August issues this year 


than those of last vear. Total volume 


for the eight month period was 24.76 


132 


all publications are monthlies 
1943 
Metal Finishing oY 
Metal Progress 125 
Metals and Alloys 148 
Mill & Factory 2u4 
Mill Supplies Lod 
Mining and Metallurgy 2s 
Modern Machine Shop (442% 

f ) he 
Modern Packaging *65 
Modern Plastics 110 
National Carbonator «& 

Bottler S1 
Nationa Petroleum News 

iw) ‘ 
National Provisioner (w) 89 
New Pencil Points 1 
Oi & Gas Journal (tw) *\|26 
Oil Weekly ¢(w) 18 
Paper Industry & Paper 

World > "OS 
Paper Mill News (w) 61 
Paper Trade Journal (w) * US 
Petroleum Engineer oy 
Petroleum Refiner LSS 
Pit & Quarry Ht 
Power! 22) 
Power Plant Engineering 12 
Practical Builder (104x115) 
Printi: 7 
Product Engineering *259 
Products Finishing (4%x 

615) 2 
Purchasing 189 
Railway Age (w) 15S 
Railway Purchases «& 

Stores 74 
Roads & Streets D 
Rock Products $0 
Southern Power & Industry 105 
Steel (w) P4605 
Supervisior le 
Telephone Engineer 33 
Telephony (w) *A5 
Textile World 124 
Timberman 61 
Tool & Die Journal ix 

7s) 173 
rool Engineer 171 
Water Works Engineering 

(bi-w) 14 
Water Works & Sewerag 41 
Welding Engineer 63 
Western Construction News S7 
Wood Worker 51 
Woodworking Digest (4% x 

614) *67 

Total 12.70 

Trade Group 
American Artisan el 
American Druggist 92 
Root & Show Recorder SA 92 
Building Supply News 6 
Chain Store \ge 

Administration Edition 

Combination 11 

Druggist Edition 61 

Fountain Restaurant i 

General Merchandise 

Variety Store Editions 158 

(Grocery Editions 48 
Commercial Car Journal 140 
Domestic Engineering S7 


and 


have 


“7s 


30% Above Last Year 


per cent greater than the comparable 


period of 1942. 
The 101 
29.75 per 


industrial papers 


cent 


carried 


more business in Au- 


gust 1943 issues than those of a year 


ago and raised their standing for the 


year to date to 26.98 per cent ahead 


of the eight months of last year. 


The trade group continues to show 


strength with twenty-nine papers re- 


porting an increase of 28.82 per cent 


for 


August and a 15.39 per cent gain 


standard 


Advertising Volume for August Issues of Business Papers 


7x10 type page 
' 
Pages 
1943 l 
Klectrical Merchandising 
(@x1l2) 4 
Farm Implement News (bi- 
w) 61 
Geyer's Topics 7 
Glass Digest 11 
Hardware Age (bi-w) 125 
Jewelers Circular The 
Kevyston a4 
Men's Apparel Reporter (9x 
11%) 17 j 
Motor SS f 
Motor Age 70 ' 
NJ (National Jeweler) (5% 
x7% ) 143 
Office Appliances (6 5/6x10) 85 9 
Plumbing & Heating Jour 
nal 21 2 
Sheet Metal Worker e335 
Southern Automotive Jour 
nal aD 2 
Southern Hardware 5 I 
Sporting Goods Dealer + 
Underwear and Hosiery Re- 
view 104 7 
Wholesaler’s Salesman 1} 
Total L913 
Export Group 
America Commercial 11 
American Automobile 
(Overseas Edition) 4¢ 
American Exporter 169 ' 
El Automovil Americano 77 i 
El Farmaceutico 10) ; 
Ingenieria Internacional 
Construccion ; 
Ingenieria Internacional 
Industria 7 
La Hacienda (two editions) S 
Revista \erea Latino 
America 32 4 
Spanish Cral Hygiene 24 : 
Total 607 ; 
Class Group I 
Advertising Age (w) (10% x 
|) ; 159 
American Funeral Director 36 
American Restaurant 36 
D and W : 18 
Hospital Management 14 ‘wee 
Hotel Management 35 
Industrial Marketing 7 f 
Medical Economics (44x 
6%) . . S5 A 
Modern Beauty Shop $2 = 
Modern Hospital ; *122 . 
Nation's Schools . 26 pa 
Oral Hygiene (4 5/16x7 3/16) 117 
Restaurant Management $5 Tr 
School Management (%'ex nes 
11%) , 15 me 
Traftic World (w) $77 
on ae : Tr 
Total .. —— 963 i Ne 
S$Includes Special issue *Includes Po 
classified advertising Last issue est m 
mated. TFive issues +Three sue 
Four issues \Two issues. Ne 
Note The above figures must t be § ste 
quoted or reproduced without per s i lov 
Slu 
a en 
—* gers f cer 
Co: 
for the eight months as compared por 
with the same issues of 1942. e 
The class group of fourteen papes of 
. . ' the 
led the entire list this last month with ha 
a gain of 31.92 per cent, bringing the fl = 
increase for the eight months 16.84 
per cent above the 1942 figure 4 
Because of the increased interest ™ 


export advertising, the export 
have been segregated and a 


The ten sh 


added to the list. 
the tabulation carried 31.67 p 


more business in August ssi 


year than those of a year ago 


group is 25.73 per cent ahead 
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| RESEARCH 


To Help Cure War-Time 
Headaches 





Problems and Needs 


Jog Readers’ 
Finding ] Interviews 


Through Persona 


i Learning What Information They Want 


] Material “Clicks” 


d Engineers 


What Editoria 


Seeing 


with Plant Executives an 














Field research, based on numerous on-the-job, personal in- 
PROBLEMS LIKE THESE ARE TYPICAL 








An electric variable speed control on large 
machine does not provide proper regulation 

gives considerable variation in output af- 
fecting both production and unit costs. 


Trying to locate a light oil for motor bearings 
used in refrigerated storage rooms—one that 
will not “channel” when motor is started. 


Training new maintenance men rapidly — 
Needs better material for them to study — if 
possible with action pictures to show work- 
man performing the various operations. 


Need a protective coating and lubricant for 
steel conveyor links formerly coated with tal- 
low which is no longer available. 


Sludge forms in cam-shaft housing on steam 
engine. Has ruined one roller bearing re- 
cently. Failure shuts down entire plant. 


Condensate contains traces of oil from com- 
pounded steam cylinder lubricants. Very dif- 
ficult to remove. 


- How should bearing design, location and size 
ape of grooves and clearance be changed now 
with th »w-tin-content babbitt must be used. 














terviews with plant engineers and operating executives, has 
been part of the publishing technique of the staff of Industry 
and Power for years. Today it is extremely beneficial in un- 
covering problems and gearing editorial articles and assistance 
directly to the actual problems. 


Some of the problems uncovered recently have shown also 
how advertisers can help both former and prospective cus- 
tomers by providing more specific information. In several 
cases, solutions to individual problems have been found 
promptly—solutions which are greatly appreciated by over- 
worked plant personnel. 


Continuous and complete service to readers helps to make 


INDUSTRY and POWER an excellent advertising medium. 


MAUJER PUBLISHING CO. ST. JOSEPH, MICHIGAN 








apers 
mber 

=} 3=so INDUSTRY an POWER 

This f " ie ) 2 és : 

the P ot Magazine _ peg, a | ngtneers 
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eight months as compared with 1942. 


In the tabulation last month, The 


Paper Mill News figures for July 1943 
should have been 65 instead of 81 
pages. The Foundry did not have a 
special issue in July as was indicated. 


Rex & Erb Start New Campaign 


Rex & Erb, heat treating specialists, 
Lansdale, Pa., have adopted the theme, 
“Tougher Metals for Tougher Jobs,” in 
a new advertising campaign now being 
placed by McLain Organization, Inc., 


In Step ¢ ¢ ¢ 


KKK K KKK KKK KK 


V. M. Barton, formerly supervisor of 
manufacturers’ product advertising, Ameri- 
can Steel & Wire Company, Cleveland, is 
now a lieutenant, j.g.. USNR, stationed at 
Quonset Point, R. | 


ALLEN T. Roocn, vice-president, The 
Interstate Sanitation Company, Cincinnati, 
is a lieutenant in the Army, with head- 


Gitpert S. CARPENTER, formerly 


count executive, Michel-Cather, Inc., New 
York, is a private at the Aberdeen proving 


grounds, Aberdeen, Md. 
LANSING P. Moore, Jr., Holden, Sted 


man & Moore, Inc., Detroit, is now p 
vate, first class at Camp Logan, Colo 


WILLIAM G. WALKER, production m: 
ager, Beaumont, Heller & Sperling, I: 
Reading, Pa., is now located at the U. § 
Naval training station at Sampson, N. Y 
Richard W. Wolfe of the agency's 








department has left to serve with the 


Army 


Philadelphia 


on the company's special treatments 
nitriding and aluminum castings, and 
their new “Hydryzing™ furnaces for high 


speed steels 


quarters at Venice, Fla., El Patio Hotel 


Emphasis is being placed 


for 


private at the New Orleans Army 
Base 


James R. Scott, production manager, 
on lron & Steel Engineer, Pittsburgh, is a 
Ait 





MARINE 
EQUIPMENT 
b 


MARINE 
EQUIPMENT 
L 


MARINE 





SOMETHING NEW 
HAS BEEN AUDITED 








1940 Daily News Building 





In January 1943, the first monthly 
issue of MARINE EQUIPMENT went 
to more executives, key production 
and operating men in shipbuilding 
and ship operating companies than 
had previously been served by any 
one marine publication. 


Since then the coverage and pene- 
tration of the marine industries by 
MARINE EQUIPMENT has steadily 
increased as more and more men, 
engaged in the gigantic task of 
building and operating Americo’s 
Victory Fleet. have found MARINE 
EQUIPMENT a most valuable tool in 
their important work. 


MARINE EQUIPMENT’s circulation 
has now been audited for the first 
time by The Controlled Circulation 
Audit, Inc., and copies of this report 
are available to any manufacturer 
or advertising agency interested in 
promoting products to the marine 
industries. 


Send for your copy of this C.C.A. 
Report today and see how MARINE 
EQUIPMENT's outstanding cover- 
age and penetration of the marine 
industries offers you really effective 
contact with today’s most active 
market for your products. 


EQUIPMENT 


Chicago 6, Illinois 
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Lesuize J. SCHMIDT, managing editor 
American Brewer. has been granted a leave 
of absence to join the armed forces 


HiraM ASHE, advertising and sales pri 
motion manager, Visible Index Corpora 
tion, New York, while on a leave to serve 
in the armed forces, has been retained ir 
an advisory capacity. Miss E. Fay Heb 


bert, his assistant, will assume his work 


JouN M. Huccett and WILLIAM | 
PENSYL, account executives, and ROBERT 
C. ALBERTS, associate director of the 
licity department, are on _ leave 
Ketchum, MacLeod & Grove, Pittsh rgi 
to serve in the armed forces. Mr. Huggett 
is in the Marine Corps and Mr. Pensy 
and Mr. Alberts have joined the Arn i 





C. H. HuTcHINGs, copywriter of t 
Toronto ofhce of Cocktfeld, Brown & ( 
has enlisted in the Royal Canadiar 
force, and is stationed at Lachine, Q 
After completion of an ofhcer’s traini 
course he expects to be assigned t 


public relations department of the RCAI 


¢ 


RUSSELL MILLER, art director of Mert 
Symonds, Advertising, Chicago, has be 
inducted into the Army 


Joun E. MattTHews, copyrighte: 
Howard Swink Advertising Agenc M 
rion, O.. is now in Army trair 
Camp Fannin, Tex. He is tabbed | 


lic relations when his basic train 





peen < ompleted 


Carl H. Hazard, Head of 
New York Agency, Dies 








Carl H. Hazard, president of the 
tising agency bearing his name, died 
his home in New York on Aug : 
in illness of more than a year Bort 
Stamford, Conn., he was forty-nin | 
old : 





Mr. Hazard was widely known in th] 
chemical and industrial advertisi c : 
for more than twenty-two years His ¢ 
tire business career had been in sales a 
advertising activities While in his ea 
twenties, Mr Hazard was sales nd 
vertising manager of the Ameri N) is 
thetic Color Company, later yor gt E 
H A Metz laboratories as ad’ rtisin: 
manager, in which capacity he served unt! 
he joined the U. S. Army Chemx Wi 
fare Service during the first World Wa! 
In 1920, Mr. Hazard founded the Hazatt 
Advertising Corporation, New Y« 








W. J. Rooke Heads Atlanta CED 


William J. Rooke, president, W. R.& 
Smith Publishing Company, Atlanta, ™ 
been appointed chairman of the mami 
tee for Economic Development ‘or ™& 
Atlanta metropolitan area. Mr oke & 
a past president of Associated ‘usin 
Papers, Inc., and served in 1942 chaif 
man of the association 




























1, 


n 
k. 
e 


WELDING- 


~ /An Evergrowing Market for fi 





. r +O or 
ne isne ne ™ 3 e105» 
eid pli 0 fi 
- and We", es rye vse tl ar 
6 
Were aystry? o ™ reir 
is of os aeve Px roret . 
: <O ° s ne so lase 
sor e 
ma j° % ci 
ne ove ne ci on® seveloP° 
cent 
a {n ia Sincexvely yours, 
0 























ra. von 
Po 


PHILADELPHIA, ULS.A or 


IE pwARpD G. Bubp MANUFACTURING CoO. 







August 10, 1943 
and other leaders 
in the welding in- 





Mr. T. B, Jefferson, Editor 


THE WELDING ENGINEER d 
506 South Wabash aVe. Ustry are now 
Jhicago, Ill. thinking of the 


new and extended 
Uses of welding 


My deer friend Jefferson: 
i 
Period. 





With reference to your letter of 
August 2nd, you will find attached a statement 
concerning my thoughts about the use of weldine,, be 
4, ha snine Anat * narina 4nus 
in the coming postwar pericd. su cont+ sucht as 
ols W*. eyes 











f 2 
A 
/ J. We. MEADOWRCIT 
ssistant works Manager 


J. W. Meadoweroft 




















you ore searching for © 


9 
, Market, look 


into welding ond 









elding Industry 
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Setting A 
Fast Pace 


Tremendous developments 
are taking place in the wood 
working field and Wood 
Products is the one publica- 
tion serving the entire trade 
that is consistently depended 
upon by plant managers to 
keep them abreast of all 
happenings that may have a 
bearing on the present and 
future of the industry. 


Are We Entering 
An “Age of Wood”? 


Many concede the possibility, con- 
sidering the innumerable products 
that can be made from wood in a 
wide variety of forms and from its 
component parts, remembering, too, 
that wood is our only renewable 


BCY@ROE@NWE) 


natural resource. 


WOOD PRODUCTS 


TO REACH THE 
MAN WHOSE “YES” 


1S AN ORDER 





4 Get On The Inside Tracx* 


Imagine any sort of construc- 
tion job without a Civil En- 
gineer? Gain his confidence 
and approval for your product 
and you've won half the bat- 
tle. And tell us this: where can 
you better do just that, than 
in the magazine which is an 
important part of his profes- 
sional standing? 
















*Civil Engineering's In- 
side List 












The" Inside Track,’ neat 
| little folder that may 
tell you how to influence 
specifications and win 
contracts. We hope. 
Yours for the asking! 










—e 
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33 West 39h St 









GOOD WORK 


To THI 


Epvrror: I really enjoyed 
serving on the Jury of Awards for 
INDUSTRIAL MARKETING’s Sixth An- 


nual Competition for Editorial 


Achievement and felt it was well 


worth while from the company’s 
standpoint, as well as my own, to find 
out more about the editorial job busi- 
ness papers are doing. I was surprised 
to find that so many publications are 
doing such good editorial work. 
H. E. Van PETTEN, 

Advertising Manager, Industrial Prod- 

ucts Division, The B. F. 


Company, Cleveland. 


Goodrich 


, Vw 
DUAL PURPOSE CAMPAIGN 


To tHe Eprron: I think you may 


be interested in our current series of 


seven business paper advertisements 


which are enclosed. This series is run- 
and all will have appeared 


lron Age, 
Machinery, Au 


ning now, 
August in The 
Machinist, 
Aviation 
Tool Engineer, Western 

Steel World, and others on ou 


ir Se hedule 


by late 
(merican 
fomotive and Industries, 
Machinery °5 
regu 
[he series started with the adver 


tisement “Swensen went 1,000 miles 


to work for half an hour.” This 
1s a build-up for our skilled service 


n who are constantly on the move 





PRATT &@ WHITNEY 


Basse hy Rndetien 





PRATT «& WHITNEY 


Rin fm y- Rededton | ot: 
' 
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keeping Pratt and Whitney precision in 
working order. The remainder of the 
series is directed at two objectives. 
One is the conserving of our service 
men’s time, which in these days is 
very limited and valuable. The other 
is to induce our customers to really 


read our instruction books and 
thereby not only get better produc- 
tion but to handle for themselves the 
various minor adjustments which any 


We find that 


customers are too ready to call for a 


machine tool requires. 


service man in many cases where the 
written instructions would completely 
take care of them. 

This series of advertisements is a 
little unique in that its objective is 
of value, not only to us, but to all 


We have 


handled it, from the layout stand- 


machine tool manufacturers. 


point, by departing from our usual 


photographic technique and __ using 
true-to-life wash drawings. 

We have had the amazing result of 
receiving letters from machine tool 
magazine publishers who, unsolicited, 
have voted Swensen page one ol the 
best machine tool advertisements t 
date. Probably The Copy Chasers will 
not agree, but the end result of this 
series is proving very gratifying and 
certainly evidences that it is receiving 
widespread attention. 


We have tied this series up W th 4 


The Book that 
never was read 


pratt a we teat 








“ 

















* 





Mod 
Pan 
Mine 
Gero 


386 


PHIL, 








: EXPORT 
Geegil fn cnagllie 


The momentum of the movement toward increased industrial 
a, | production in overseas countries is nowhere illustrated more 
ives. forcefully than in the case of Brazil. 





Taking five pre-war years, the record is as follows: 
ther 


eally Value of Brazilian Industrial 


Production, in U. S. Currency 


ind 


duc- 





; the ee $285,000,000 

re 1934.............. 320,000,000 

that 

for a 1935 ....... 405,000,000 

<a 1936.............. 445,000,000 

etely  ererere ree 520,000,000 

is a A gain of 83% in five years. 

ro all ‘ Though the war has tremendously stimulated this 

have ff trend, it is a permanent movement, not a war-born one. 

— And while it follows that Brazil is now producing 

— some manufactured items which were formerly im- 

— ported, there is a greater demand than ever for the 

del equipment and supplies needed in industry. 

tool 

oi What is going on in Brazil is going on elsewhere in 

¢ the Latin America, as well as in Australia, New Zealand, 

nts to . India, South Africa and other British Empire countries, 
where industrial buyers are increasingly turning to 
the United States to meet present needs and prepare 





for post-war expansion. 


This demand will help American manufacturers cush- 
ion against loss of outlets here once the war effort is 
over. And to give a broad picture of the situation, 
Modern Steet Mant of the Com- we have prepared a 32-page booklet entitled “The 
_ Siderurgica Belgo- New Industrial Revolution.” This is of special concern 
imeira, at Monlevade, Minas . ‘ P ‘ ‘ d 
Gerees, Brasil, to suppliers of industrial machinery, equipment an 
supplies. Write for copy. 


|AMERICAN EXPORTER 


W orld’s Largest Export Journal 





a (386 FOURTH AVENUE : NEW YORK, N. Y. 


ras Moll PPHILADELPHIA CLEVELAND CHICAGO SAN FRANCISCO LOS ANGELES 
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four-page article in the next issue of 


“Backgrounds,” our company external 


publication, which we have called 
“Tales of a Trouble Shooter”. We 
use the same illustrations and _ the 
same copy, slightly condensed. This 


issue of “Backgrounds” (Vol. 3 No. 
1) is now on the press and a copy 
should reach your desk about Aug. 


21. I shall be interested to hear your 


reaction, not only to the tic up be- 
tween publication and business pa 
per idvertising, but also to the re 


mainder of this issue. 


1 close 


( redit tor this series goes to 


and our agency, Wm. B. Remington, 
Inc., Springfield, Mass. 

E. C. 

Advertising Manager, Pratt and 

Whitney, West Hartford, Conn. 


SHULTZ, 


vw? 
COOPERATION 


To tHe Eprror: Here is a proof 
of an advertisement which is going 
into September Yac hting, which seems 
to me to be interesting because the 
advertiser, the Foster Boat Company, 


Charlevoix, Mich., suggests that read- 





Nerial Jeffery Mine. Canadian 


‘A 
he a 


of the 


view 





Johns- “Manville 


ADA 


PRODUCES OVER HALF OF THE WORLD’S SUPPLY 
OF ASBESTOS 


The above photo shows one of the large asbestos quarries and 
plants in the Province of Quebec and it is this section of the 
Dominion which produces over 60% of the world’s supply of 


asbestos 


The asbestos industry is included in the complete industrial cover- 


age offered by Canadian Industrial Equipment News. 


The 16,000 


circulation of CIEN reaches every worthwhile operator and pro- 


duction executive in the 


Dominion. 


CCAB audited, of course. Our 


nearest representative will gladly give you the complete story. He 


can be reached by phone. 


Western Springs, II! C. A. Burton, 4713 yodland Ave New York City How 
urd Ely. 200 W. 16th St Detroit: B. J. Goldman. 746 Collingwood Ave. and Don 
I Prouty, 18265 Parkside Ave Maywood, III C. H. Holden, 1929 S. 6th Ave.; 
Chicag G. C. Hooker and R. H. Irvine, 20 West Jackson Blvd.; Indianapolis, 
Ind M. Graham Le Vay, 973 N. Sheridan Ave San Francisco Roy McDonald 
580 Market St Cleveland: M. H. Pierce, 1440 E. 32nd St Los Angeles; H. M 
Schell, 823 Rives Strong Bldg Pittsburgh 22 G. H. Scoltock, Jr 2202 Farmer's 
Bank Blidg Philadelphia G. Park Singer, Jr 3815 Chestnut St.; Boston a. © 
Whiteley Beacon St 
*Pull details of circulation breakdown, C.C.A.B. Audit, inquiry 





our nearest representative 


and sample copies will be sent on request, from head office. 


listed above 


NATIONAL BUSINESS Punnicarions 


<vrrete 


< 


HEAD OFFICE: GARDENVALE, QUE., CANADA 


MONTREAL 
ie). ieiel, | 


TORONTO, VANCOUVER, NEW YORK, CHICAGO 


LOS ANGELES, SAN FRANCISCO 


ENGLAND 





coéperative effort between the writer 
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ers especially make note of the adver 


tisements of other boat builders 
this issue. 

This is a reflection of the fact that 
all of these boat builders are working 


Navy, 


Commission 


on Army, Coast Guard, and 


Maritime contracts. I: 


is the first advertisement with that 








copy theme we have carried. Th 


copy was prepared by Wallace-Linde-| 
man, Inc., Grand Rapids, Mich. 


Cart Kappes, JR., 
Advertising Manager, Yachtin; 
New York 
vv’ 
TIMELY PROGRAM 
To tHe Eprror: Although | ha 
been commuting back and forth 
the East, I have not had an oppo 
tunity to get to one of the Easter 
NIAA regional meetings this ye 
and have missed seeing you. This 
merely a note to compliment you 





the August issue, particularly 
timeliness of the various articles pr 
sented. 

RicHARD O’MarRaA, 
Precipitat 


Sales Manager, Western 


Corporation, Los Angel 

7 +. = 
AGENCIES RECOGNIZE DIRECTORIES | 
To The tabulation 


if 


the valume of agency placements 





rHeE Epiror: 











IN 








business papers which you are pv 
lishing in September should qu 
interesting. It is unfortunate it 1s! 
possible to have this tabulation 


back about twenty-five years 


the change would be surprising 


many. 


Twenty-five years ago, 0m 











Register secured advertising ‘rom 
comparatively small number of ™ 


vertising agencies, but today we 


















Industrial Electrical Men 
Are Finding New Help 
in its Pages 









































lectrical facilities are being expanded in 












































orking 
j, anc 
ts. I 
that W.R.C. 
’ SU 
Ling PUBLICATION 
]R., 
= Electrical South is both an industrial existing plants. Electrical South is pro- 
paper and a merchandising paper, covering viding the information that men who di- 
. every branch of the electrical industry in rect these electrical industrial activities 
Be the South and Southwest. It fulfills a two- need. 
a told service. On the one hand it tackles Recognition of this increased editorial cov- 
East today’s problems of distributors, whole- erage has come from both subscribers and 
i salers and retailers, with suggestions that advertisers. The paper today is reaching 
Thi — helpful in preparing for the future day 3,000 additional plants .. . a total circula- 
you when appliances will be again available. tion of over 8,750. Advertising lineage 
re ' But on the other hand it is now placing for 1943 is far ahead of 1942. 
greatly increased emphasis on industrial Whether you are waiting for the electri- 
MARA electrical activities where emphasis cal merchandising market to re-open or 
pitatl longs today. The need is tremendous in whether you seek electrical industrial or- 
\nger the South and Southwest. Huge new plants ders today, Electrical South—the South’s 
ire being built, with electrical contracts and Southwest’s own and only electrical 
ORIES running into the millions of dollars journal—is more important to your list 


than ever before. 


A W.R.C. SMITH Putiication 


GRANT BUILDING, ATLANTA, GEORGIA 
Also Publishers of 


SOUTHERN HARDWARE + SOUTHERN POWER & INDUSTRY 
COTTON . SOUTHERN AUTOMOTIVE JOURNAL 


chs 
Peau 
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securing business from more than 500 
different agencies. In fact, it is doubt- 
publication 
different 


ful whether any other 


does business with so many 
agence s, 


The 


really 


first advertising agency to 


directory advertising 


Michel 


placing business with us about thirty- 


recognize 


was A. Eugene who started 


five years ago. During the next ten 


years there was somewhat of an in- 
crease in the number of agencies rec 
ognizing the value of this type of 
advertising, but during the last ten 


years the recognition of this type of 











advertising by agencies has become 
almost universal. 
There are 


agencies who do not place some busi- 
And many 


very few advertising 
ness in our publication. 
of them place practically all their ac- 
counts with us. For example, we have 
half a dozen agencies at least who 
place more than thirty accounts with 
us, and it would not be surprising if 
a thorough check showed we were 
1,500 accounts through 
agencies. G. HENDRICKS, 
Vice-President, Thomas Publishing 
Company, New York. 


securing 


“AUTOMOTIVE” IS 


A BIG WORD NOW 


World War I Gave It Wheels; 
World War Il Added Wings 


Striking development of 
World War II is the inflation 
of the word ' 
Now 


wings 


‘automotive.’ 
wheels and 


and blitz 


it covers 
and tanks 
attack. 


Striking example is the 
SAE Journal, which has con- 
verted to engineering war. It 
provides technical coverage 
»f war-engineering develop- 
ments in the fields of aircraft 
and motor vehicles and ord- 
nance and other war equip- 
ment of land and sea and air. 


Striking opportunity is of- 
fered advertisers to reach 
key engineers and executives 
active in all automotive tech- 
nical fields through one com- 
prehensive publication, the 
SAE Journal. 









SAE Journal 


published by 
Society of Automotive Engineers 





29 West 39th Street 


ee ae le on, oo 
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HELPING TOOL CONSERVATION 

To THI Being a close 
reader of “O. K. as Inserted”, I was 
very much disappointed to note that ] 





Epiror: 





your ad detectives, in discussing to 
conservation in the July issue, appa 
ently did not see any messages from 
E. F. Houghton & Co. on this vital 
subject. Maybe we did not use the 
right papers. However, we had ads in 
the following magazines: May 20, 
The Iron Age; June, Metal Progress; 
June, Machinery; June 15, Modern 
15, Automotive and 
July 12, 


Industry; June 


Aviation Industries; and 
Steel. 
Some day we are going to break 
into print with either boos or orchids, 
D. C. MINER, 
Advertising Manager, B. F. Houghton 


& Company, Philadelphia. 


, 
ABOUT MR. LUPTON'S PAPER PLAN 
To THE Eprror: You will remem- 


ber that in the Letter Department of 
your July issue you published a letter 
from John M. Lupton, director public J 





relations, Acheson Colloids Curpora- 


tion, Port Huron, Mich., in which he 



















submitted a plan for conservation of 
paper which he had suggested to the 
War Production Board. Briefly, the 
plan proposed limiting industrial ad- J 
half their regular size 
space and charging them double for 


vertisers to 


it so as not to reduce the publishers’ 
revenue. WPB’s reaction to this plan 
was that it “was very interesting” and ff 
that such a proposal, if made, “should 
come from the advertising profession, JJ 
voluntarily.” ' 

The 


agreed 


Copy Chasers violently dis- 
with Mr. Lupton’s idea im 
your August and Mr. Lupton § 


now appears to have taken the matter 


issue 


directly to industrial advertisers with 
a letter and a mimeographed copy o 
The Copy Chasers’ protest. And sinct 
Mr. Lupton seeks expression from in- 
I make bold 


dustrial advertisers, 


reply. [Also see page 92.] 





As an industrial advertiser an¢ 


from daily contact with the attitude 





of other industrial advertisers, | a™ : 
of the opinion that Mr. Lupton’s pro-§ 
posed solution is not the answer ©§ 
practical paper conservation. havell 


written him personally to that effect 


To industry is given the all-:mpor 
tant job of furnishing the materiél 0 


that 


o 


ce ster 


war. No one will argue the po 
we can ill afford to take a sin 
that will interfere with this jo! 

To cut industrial advertisine spa 
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_for PRESENT caved POSTWAR Buccwevs 











panes 
H)) PLANT-PRropucTION 


i) DIRECTORY 


‘a 


Put This “First Choice” Stveamlined 
Industrial Directory to Work for You 


As an advertising medium, PLANT-PRODUCTION 
DIRECTORY is one of the most effective, yet in- 


expensive, means of keeping your products and your 














name before industry’s buying authorities. 








Because of its simplified arrangement, buyers ob- 
tain essential, factual, ““where-to-buy-it” information 
quicker and easier. Be represented in PLANT- 
CUTTING PRODUCTION DIRECTORY and you will increase 


the value of your advertising structure. 


Write Us, or Ask Your Agency, for Circulation Data and Advertising Rates 





A NON-FERROUS 





PLantT- PRODUCTION 





ss 


Full Value D { R E C T O R Y Point of Sal 
Advertising Incduoleyo Buying Geertle pee ca 


spac PLANT-PRODUCTION DIRECTORY, 333 N. Michigan Ave., Chicago, Illinois + 205 £. 42nd St., New York * Leader Building, Cleveland 
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would seriously interfere with this 


job. Industrial advertising today is 
being used for much more than selling 
products. It is giving information to 
users of industrial products that per- 
mits them to do a better job of pro- 
duction, to make their machines and 
tools last longer, to protect and edu 
cate manpower. In some instances the 
advertising pages are doing a better 
job in this respect than the editorial 
pages because they are produced by 
men who have a more intimate knowl- 
edge of the products, their applica- 


tion, maintenance, and new uses. It 1S 


a fact (supported by several surveys) 
that today the advertising pages of in- 
dustrial publications are being read 


with as great an interest as the edi- 


torial pages. 


As to smaller space units—such an 


idea is not tenable. Even the 


pages as they exist today are not suf- 
ficiently large in many instances to 
permit the industrialist to do justice 
Setting copy in 


to his helpful data. 


six point type would scarcely aid its 


effectiveness. 


No, Mr. Lupton, cutting industrial 
advertising in half is not the answer. 








KNOW 


Concentrated, 
| Coverage in 6 Southern States 








t In Reader 
Preference 


t 
ist in Curren 
Construction News 


ist In Advertising 
ist In Circulation 


in Lower 
Mississipp! Valley 












The Construction Paper 
That KNOWS this Market 


Economical 


Here’s full coverage of a major 
construction market: Practically 
all the potential buyers of construc- 
tion equipment in Oklahoma, South- 
ern Missouri, Arkansas, Tennessee, 
Mississippi and Louisiana are 
reached by the Monthly Issue of 
CONSTRUCTION NEWS. Broad 
contacts in the construction field of 
these six Southern states enable 
CONSTRUCTION NEWS to keep 
construction circles well informed 
on the latest construction and build- 
ing news of this area. 


The most modest budget does an 
outstanding advertising job in 
CONSTRUCTION NEWS. ... be- 
cause 5,600 copies of each adver- 
tisement consistently reach readers 
interested in construction. 











CONSTRUCTIO 


NEWS 


MONTHLY 


ITTLE ROOK 
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What is the answer? Well, greater 
minds than mine have floundered on 
the question so I don’t presume to 
have the answer. It might lie in the 


production of more paper. If indus. 





try would conserve its waste paper—J 
paper that has already served a usefull 

‘ ae if 
purpose, which would aid in the p 0-f 


duction of more paper—I’d say some 


of the tension might be relieved. And 
as the head of a group of industria 
advertising men, I can promise active 
coéperation in putting over a “save 


your waste paper” campaign. 


a 


In the meantime, if Mr. Lupton se 





cures any support to his proposal, 
would be interested in learning of it 
While not agreeing with him, I & 
admire his persistency and his evident 
sincerity. 


Freperic I. LACKENS, 


President, National Industria 
Advertisers Association 
Michigan City, Ind 


Epiror’s Nort! In 
Copy Chasers’ comments about his 
we notice that Mr. Lupton erred in cop) 
ing the sentence “As for INDUSTRIA 
MarKETING, Mr. Lupton, you can includ 
us out!’ In the August issue, p. 88, 
read: “As for industrial advertising, M: 
Lupton, you can include us out! 

The Cx py Chasers speak for the 
selves. It is this editor's opinion th 
when a publisher gets to the positn 
where he must ration space in order t 
accommodate all advertisers who wis! 
use some, it can be done by restricting 
the use of space to those who have a us 
ful wartime message to pass on 
dustry. We doubt that any publish 
would have the courage to underta! 
this 


reprinting Tl 












to 


. a ee 
BLUE BOOK OF BUSINESS PAPERS 
To THI 


passes a complimentary remark abou! 


Epiror: Whenever anyon 


our little house organ, “The Exciter, 
it always pleases us. For that reason 
want to pass on a nicety about you! 
magazine INDUSTRIAL MARKETING 

Today one of our executives want 
ed to place a classified advertisemen 
in several electrical publications. R 


calling that most of them ran ads 











HU 


your magazine, instead of trottin 
around the building looking tor cop* 
of each magazine for their address 
I simply turned to the index of yo 

current issue and found them all. § 
It was quite a time and labor save 

For which, “Thanks.” : 
EpGar CHES TT; 

Advertising Department and dito 

“The Exciter,” Arkansas | ver t 
Light Company, Pine Bh Ae 

| 94BNDUST; 





d on TAKE A GOOD LOOK. You're the business Lae, 






































eater 
ie tol and thousands of executives like yourself. You're a BIG 
1 the market. 
id iS- | 
per—= 
sefu 0 
yro-7 
pro-j 
some 
An * 
istria } 
IC TIVE 
5 ff $ 
sal, 
of it | 
1 dof | 
eres NO NEED being complicated about the busi- 
1aen 
ness executive market. 
NS, | It’s you, and thousands and thousands of 
ustria : ; other responsible men in large and small 
baal NEXT, call in a NATION'S BUSINESS man to show you why, al ' a] "y 
1ation , : 2ccec aroge < . ¢ , 
; of all business magazines, only one actually and adequately usinesses, in large and small towns. 
, ind ; par WE a . ’ . 
covers this market. I’o sell the market—that is, to sell YOU— 
takes lots and lots of coverage. 
Thell 
7 : — ye. TO roan e . . 
plan fe NATION’S BUSINESS, as of this writ- 
a. ing, has 404,407 readers — more than the 
includ next two business publications together. 
33. 
,M But mere numbers aren't everything. To 
really sell the business market, look for 
« . . . 
th coverage consistent with cost, and with due 
pa regard for reader response. 
wi Here is the brief story. We are prepared to 
trictif 
at back it up with detailed facts: 
ablishe 
mae Of all general business magazines, 
NATION’S BUSINESS... 
ERS 1. Has Largest Business Circulation 
unyon 2. Has Greatest Reader Response 
. abou ; ' gi 
we HURRY! Don’t let him get away if you want your adver 3: Costs Less Per Reader 
seer , 
- tising in the magazine MOST WANTED by businessmen. 
eason 5 
it you! 
Pe TUNG 
; want 
semen 
rs. Re 
ids 
rottins 
cop ; 
1res* 
yo 
ll. 
ive 
TI 
dit 
Ae 
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EDITORIAL CONTENTS 
GEARED TO 

WAR PRODUCTION 
PAINTING! 


Last month, company executives, pro- 
superintendents, paint shop 
and finishing department foremen, and 
others concerned with product coating 
for purposes of protection, decoration 
camouflage and identification, read 


duction 


Painting Streamlined Gasoline Drop 


Tanks 

Black Oxide Finish Has Merits for 
Use on Steel Gages 

Roll-Coating Plywood Parts for 
Lockers 

How We Tooled Up Paint Am 
munition Boxes 


More Real Safety in Your Finishing 
Roon et etc 


Naturally, advertising becomes more 
effective when published in connection 
with such timely editorial treatment 
Sample copies, rate card, circulation 

information on request 


PRACTICAL PUBLICATIONS, INC. 


1142 North Meridian Street, Indi polis, Ind 














ROWTH 


OF A MARKET 


No. of Ships 
Year and Boats 
1941 2,136 
1942 6,759 
1943 26,326 
1944 41,179 


These figures recently released, show 
the number of naval vessels built and 
to be constructed. The types include 
combatant, patrol, mine and auxiliary 
types, district and yard craft, landing 
craft and special boats. 


In addition, there are thousands more 
for the "Army's Navy.” 


Most of them are products of the men 
who got their “know how” building 
yachts and small commercial vessels. 
IT'S A BIG MARKET . . . now and in 


the future. You can reach it through 


a | 


205 EAST 42nd STREET NEW YORK I7, N.Y 
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Employe Newspaper 


viated from our original purpose of 


presenting the facts about the need 
for increased production. 
Distribution of Publication 

Total distribution now runs to 
8,000 copies per issue. All employes 


receive the paper in both plants and 


ill branch offices. Former employes 
services are on a 


200 


armed 
A bout 


in various government agencies get it 


now in the 
mailing list. individuals 


and a special request-and-exchange 


list carries about 300 more. 

In addition, we have been sending 
it to our distributors and prospective 
distributors. Our original thinking in 
doing this was that, since intensive di- 
rect mail sales programs are out for 
the duration, we could maintain some 
contact with distributors by means of 
the paper. Actually the benefits have 
been far beyond our fondest hopes. 


Through regular receipt of the 
“Thor Scoreboard” reporting as it does 
on production efforts, tools in use on 
vital war work, and similar war activi- 
ties of the company—our distributors 
have seen graphic evidence of what 
we are doing to better deliveries to 
them. Any attempt to tell this same 
story to distributors through a direct 
mail program specifically designed for 
distributors would have brought the 


reaction that we were attempting to 


“alibi” for the delivery situation. 
Through the pages of the “Score- 
board,” obviously written for com- 


pany employes only, distributors have 
heen exposed to the same information 
them about 
but they are 


which our salesmen give 
our production efforts... 
exposed to it in a more graphic and 


more subtle manner. 
Effective With Distributors 


Not to be OV erlooked, either, 1S the 


value of the consistent contact with 
distributors through the regular is- 
suance of the paper. In fact, this 


contact today is more frequent than 
we would ever attempt through a reg- 
ular direct mail program. One of our 
execulives, returned 


sales recently 


from a distributors’ convention, re- 
ported that virtually every dealer of 
ours with whom he talked commented 
about the “Scoreboard” or some infor- 
mation in it. As a result, this execu- 
tive directed that the paper be sent to 
an additional group of prospective 
distributors. 


In preparing the paper, however, no 





attempt whatsoever is made to injec 
any product sales propaganda for th 
benefit of distributor readers. It 

edited solely as an employe paper r 


porting plant and employe news. 
1 ! 


Being comparative novices in the 


business of publishing a plant new 
paper, the staff of the “Scoreboar: 
has been concerned with the effective- 
ness of their efforts. Today, however, 
the eagerness with which plant em- 
ployes line up to get their copy every 
other Friday as each shift breaks is 
gratifying evidence of its readership. 
Other recognition has come to the 
paper in the form of formal awards 
for excellence and consistency from 
the Army Ordnance Department, The 
Direct Mail Advertising Club of Chi- 
cago, and the National Industrial Ad- 
vertisers’ The Office of 
Defense Transportation, War Produc- 
tion Board, and other governmental 
agencies have, from time to time, re- 


Association. 


quested additional copies for distribu- 
tion as examples of effective handling 
of various war program information. 

On the basis of such resuits there 
is no questioning the place which the 
plant newspaper has achieved as the 
most important single effort in the 
production drive program of the In- 
dependent Pneumatic Tool Company. 


Further, there is no doubt in_ the 


minds of the management about its 


place in the employe relations pro 


gram of the future. 


Jackson Elected President 
of Industrial Editors 


Clayborn L. Jackson, editor, Acme 
News,” house organ of Acme Steel Con 
pany, Chicago, has been elected president 
of the American Association of Industria 
Editors Before his election as pre ident 
Mr. Jackson served in various executi 
ofhces of the once as 
president and later as secretary and 
ber of the criticism committee. H 
been full time editor of Acme News ! 
the last five years 

Other ofhcers elected were First 
president, Clint McKnight, Diamond A 
kali Company, Painesville, O econ 
vice-president, Ralph Lewis, Caterpulla! 
Tractor Company, Peoria, Ill.; thir 
president, Maxey Morrison, Curtis ‘ 
Corporation, Caldwell, N. J.; secretat) 
Jane Lavin, International Resistan 


pany, Philadelphia; treasurer, H. E. Hort 


vice 


association, 
met 


berger, Gulf States Paper Company. Tvs 
caloosa, Ala 
The AAIE includes editors of ninety ' 
America’s leading industrial org tl 
farers 
’ 
"Petroleum World" Appoints Staff 


World Los Angst 
anpointed the following men to 
of the publication: editor, Richard nee 


Petroleum 





don; advertising manager, Joh Fe 
lows: assistant advertising manager. W4 
ter S Johnson 
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Wood pulp is so vitally important to war 
that—according to competent authority—if 
\cme & all pulp production were to stop today, our 
entire war effort might collapse within six 
mm months! 

The “paper work’’ of war alone eats up 
tons of stock—30,000 pounds for a battle- 
te has @ SAip’s plans, 2,000,000 pounds for the first 

draft registration, 4,000,000 pounds for War 
Bonds sold up to May 1. 
1 A Virgin wood pulp, released for use by 
“ilar "Claiming waste paper, makes special rayons 
ice | for parachutes and combat tires. It is used 





vary. 2 Plane windshields, explosives, hand gre- 

Con nades, vasoline containers, stretchers, expend- 

— able raincoats, insulation, packing material, 
ammunition boxes ...a gigantic quantity 
of mat iel. 


| Thousands of tons of critical materials— 


HOW YOUR WASTE PAPER CAN HELP WIN 


steel, aluminum, synthetic rubber, phenolic 
resins—are saved by substituting wood fiber 
products. 

There is no shortage of standing pulp 
wood. There és a shortage of manpower and 
transportation to handle it, a shortage so 
acute that some curtailment of production 
already has been required. 

That's where your waste paper basket 
enters the scene. Every scrap of waste paper 
is needed to help conserve wood pulp stocks. 
American businesses and individuals are ur- 
gently asked to save all the waste paper they 
can and to dispose of it to regular dealers 
who will see that it reaches reprocessing 
plants. It will be made into new paper, free- 
ing virgin pulp wood for the biggest job 
today—keeping our war machine rolling 
toward Berlin and Tokio! 


























THE WAR 


x~*nx*nenenaenee 

Back the Attack 
... WITH 
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For Highest-Quality Printing 
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GAVC Publishes Guide to Paper Conservation anna Sate tenes Sar Benes a0 gipe- 


ing, and five methods for paper con- 


















































@ VOLUNTARY conservation of try, has made an intensive survey of servation. ; : 
paper to meet the rapidly growing the paper situation with government The three basic rules for buying 
crisis in the supply of paper has been officials at War Production Board, pa- painting are: 
proposed by the Graphic Arts Vic- per manufacturers, merchants, print- it. Order only paper actually needed ff 
tory Committee in a booklet, “How ers, and lithographers and has in- for the jobs ahead. Don’t have un 
Producers and Buyers of Printing Can vestigated proposals for regulating reasonable surplus inventories. If to 
Cooperate to Make Paper Stretch.” producers and users of printing. The much ~— = bought at one tim 
The booklet is to be distributed to committee feels that any strict regu- there might not be enough to go 
printers, lithographers, advertisers and lation of buying and creating print- around, oo au 
all other users of paper. ing, would cause chaotic conditions in 2. Order the quantities of printed 
The committee, which represents the industry. pieces actually needed for a specihic 
ill branches of the graphic arts indus- In the booklet, the committee lists purpose. That is, keep mailing lists 


in good shape, so that there is no dead 
’ ; wood which causes wasted printed 
pieces; know exactly how many peo- 





ple should receive the material you 
must print. Don’t order too far in 


YO U R WO FS MAY m ‘ MA N Y advance, because of the possibilities of 
J changes in requirements. 
3. Be sure that every printed form 


M 4 - Pp U B L | S H E ke or message is essential either to the 
successful prosecution of the war or 


° / A to the maintenance of necessary civil- 
cee hat MOMmMEeE AU ian economy. 


The five basic methods for paper 
conservation are: 





1. By getting the most out of each 
sheet of paper. 


E don’t profess to know everything—some of your prob- 2. By using lightest, practical 
lems may be ‘way beyond our ken. But there are others— weights and more readily available 
quite a few—for which we very likely have a neat, practical papers. 
solution. 3. By using smaller sizes or by 


Here’s the reason: For decades WNU has been serving as the changing tormats. 


; . ; . as . . . By conservati > produ- 

printing department for a long list of publications, including : = eae ae the = 
Sen , ; “e os i a an “ing spoilage, 

dailies, weeklies, monthlies and annuals. We've learned a lot vases yi we dew’ es nei 

. ° . waste an 2yY improving the reciama- 

over the years, and we're not niggardly about passing on to 7 a I oo 


J = oP : . tion of scrap paper. 
others the “know-how” that has come to us— it’s part of our job. P 
§. By eliminating waste in inven 


And we have the tools to work with, too— every modern series and in Gateibution. 


facility, in fact, including mailing The committee practiced what it 
operations, to give you a publica- TH preaches in producing this booklet 
tion you ll be mighty proud to say COVER Sixty-pound English finish paper was 
is yours. And our charges are most se used. Pages, 8x11, cut without 


reasonable. THE AMERICAN waste out of the standard 35x45 sheet, 
In these hectic, uncertain times Pap7 ! which, with bleeding would have ne- 
it's wise to relieve yourself of some MERCHANT | cessitated a 38x50 sheet. Also, be- 


of the load you're carrying. Why cause there were no bleed pages, extra 


not let us tell you how much of it plate cost was eliminated. The art 


we can shoulder? work was done entirely in pen and ink 


so that line engravings instead of 


halftones were used, effecting further 
Here's an old friend who came back to our 





plant a few months ago— Roads and Streets” Saving. Careful planning in cop) 

and ac ouple more magazines we've »roduced > 4 > Ss - ir ft 
for many years“ American Paper Merchant™ pre pa ration a nd a self-cover I mat 
and “Paper Converter They, too, like the reduced the piece to eight page 


wavy we handle publications 








GAVC estimates that $350 and 
1,664 pounds of paper were saved 00 | 








PUBLICATION DEPARTMENT an initial run of 20,000 copies. 
HAY market 6100 Stevens Joins Angel Novelty . 
210 SOUTH DESPLAINES STREET R. A. Stevens, former sales pt we *y 
Chicago 6 manager, Howe Scale Company, R ine 
© Vt., has been appointed advertisiny ma” @ c 
ager, Angel Novelty Company, Fit urs 
Mass 
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tl A a : 
" am, méasured to the exact needs of instructors, a motion 
* or A 
vil- / pigtare, slidefilm or other visualization will help get 
- / /any schooling job done better, more quickly, and more 
/ economically. 
each y, , 
But if it does not fit into an integrated plan of instruc- 
, | 
tical . . . ef ‘* 
tion, it is ‘no go 
able g 
No skill in photography alone can supply the neces- 
by P ; 
sary abilities—no histrionic talent or life in the theatre 
= can qualify any man to make the right picture for such 
ge, 
ama integration. 
= Only years of experience in practical training operations, 
in class, shop and meeting rooms can protect such visual 
it 
‘let aid production from the costliness of misfire or scrap. 
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Visualizations - Educational Sound Pictures - Slide Films - Vocational Training 


* * * * * * 
N’EW YORK ™ WASHINGTON, D. C. DETROIT DAYTON CHICAGO LOS ANGELES 
Broadway Transportation Building 2900 East Grand Boulevard 311 Talbott Building 230 N. Michigan Boulevard 7046 Hollywood Boulevard 
C s 5-7144 District O61] MAdison 2450 ADoms 6289 STAte 6758 HEmpsteod 5809 
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HEAT TREATING 
wey ORGI NG 





The October issue of HEAT 
/ TREATING AND FORGING will 
carry the program, etc., of the 


annual exposition and conference 
of the American Society for 
Metals which this year will be 
held at the Palmer House, Chi 
cago—October |8-22. Because of 
the great progress in the devel- 
opment of equipment and sup- 
plies due to the war, this con- 
ference will be of unusual inter 
est. Your advertisement in the 
October issue of HEAT TREAT 
ING AND FORGING will re 
ceive wide attention. There will 
be extra distribution at the show. 
close September 28 

your reservation now 


Published by 
STEEL PUBLICATIONS INC. 


108 Smithfield St. Pittsburgh, Pe 
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Make 

































































the ar many new 


problems arise. Engineers 


perating officials of the steel 


are keenly interested in 


more about your equip- 


supplies and how they 


d to the best advantage 


crease production quickly and 
These men _ read 


AND STEEL 
i through the 


economically 
BLAST FURNACE 
PLANT regularly an 

tising f this 


pages < paper you 


1 be of real service to these men 


whe are 1 : . yur steel 


production 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 
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N. 1. A. A. News 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





NIAA Membership Roster 
To Be Published in November 


The membership roster of the Na- 


tional Industrial Advertisers Associa- 


tion will be published in the Novem- 
ber issue of INDUSTRIAL MARKETING. 
NIAA headquarters has sent a double 
postal card to all members requesting 
that they indicate how they wish their 
title, and address to 


name, company, 


appear in the list. Members are asked 
to give careful attention to this mat- 
ter and return the card promptly to 
assist headquarters in compiling the 
time for publication. 


list in ample 


Last minute rush leads to errors— 
help avoid them by getting your card 


back early. 


Twin City Industrials 
Elect Knowles President 


D. D. Knowles, advertising man- 
ager, Diamond Iron Works, Minne- 
apolis, has been 


elected president of 
the Twin City 
Advertisers 


In- 
dustrial 
Association, r e- 
placing, O. J. EI- 
lertson, advertising 
manager and assist- 
ant secretary, Pio- 
neer Engineering 
Works, Minneapo- 
lis. Other 


1 
lect ed are: 





oth cers 


D. D. KNOWLES 


vice- 
advertis- 
Ziegler 


secretary, 5S. P. 


Smallwood, 
William H. 


Company, Inc.; 


president, R. H. 
ing manager, 
Bordeau, 
Machine Mfg. 
N. N. Canfield, 
Smith Welding Equipment. 


advertising manager, Electric 
Company; treasurer, 


advertising manager, 


Martz Succeeds Morse 
As Detroit President 


L. S. Martz, director technical pub- 


lications, Micromatic Hone Corpora- 


tion, has been e | ecte d president, 
Marketers of 
Morse, 


Square D Company. 


Industrial Detroit, suc- 


ceeding Bruce assistant to 


V ice-president : 


Other newly elected officers are: 
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Vice-president, T. D. Emerson, ad- 


Carboloy Com- 


vertising department, 


pany; secretary, Charles J. Shower, 
vice-president, Charles M. Gray & 
Associates; treasurer, L. H. Eby, pres- 


ident, Hyatt-Eby. 

Quinlan Elected President 

Of Indiana Industrials 
Harold A. Quinlan, vice-president 

and Spencer W. 


Inc., Indianapolis, 


treasurer, Curtis, 


has been elected 


president of the 
Indiana Industrial 
Advertisers, sSuc- 
ceeding t 2 A. De 
Lo, advertising 
manager, Conti- 
Steel Cor- 
poration, Kokomo, 


Ind. R. W. 


rison, Studio Press, 


nental 


Gar- 





H. A. QUINLAN 


Indianapolis, has 


been elected vice-president in charge 
and Hal Schultz, 


Company, 


of program, Cen- 


tury Paper Indianapolis, 


vice-president in charge of member- 


ship. 
Other new officers include: How- 
ard C. Caldwell, president of Cald- 


well-Baker 


secretary, 


Company, Indianapolis, 
and H. L. Martin, 
Diamond Chain Mfg 
Company, Indianapolis, treasurer. 

Messrs. De Lo 
appointed to the board of directors. 


idver- 


tising manager, 


and Caldwell were 


Milwaukee Chapter 
Publishes Booklet 


The Milwaukee 


dustrial Advertisers have published i 


Association of In 
comprehensive presentation ot tne 
advantageous features of its orga 
booklet. It wa pre 


tion in a new 



































pared to acquaint non-member indus 
trial concerns with the advantage 


MAIA 


and to keep members aware 





belonging to the and 





organizations have 





facilities these 








offer them. 
The booklet, “How M. A. lL A 
Can Help You and Your Company, J 


twelve 






discusses advantages joyerls 
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AGENCIES USING 


Adler, Wm. Hart, Inc. 
Advertising Associates, 
inc. 
Producers- 
Associated, Inc. 
Arndt, John Falkner 
& Co. 
Atherton & Currier, Inc. 
Ayer, N. W. & Son 


Boer, S. C., Co. 

Basford, G. M., Co. 

Batten, Barton, Durstine 
& Osborn 


_ Behel & Waldie & Briggs 


Behr, Julian J., Co. 
Bicknaver, A. B. 
Bowman, Paul C. 
Brandt Adv. Co. 
Breth, R. C., Inc 
Buchen Co. 


Caldwell-Baker Co. 
Calkins & Holden, Inc. 
Campbell-Ewald Co. 
Carter, Jones & Taylor 
Cecil & Presbrey, Inc. 
Colton, Wendell P., Co. 
Commercial 
Advertising Agency 
Curtiss, Spencer W., 
Inc. 


Davis Press, Inc. 
Donahue & Coe, Inc. 
Donnelley, Lee, Co. 
Doremus & Co. 


MECHANICAL ENGINEERING 


Ebersold, F. H., Inc. 

Ehlinger, Stanley J., 
Adv. 

Erwin, Wasey & Co., Ltd. 

Fairfax, H. W., Adv. 


Agency, Inc. 
Farson & Huff 
Federal Advertising 

Agency 
Fischer, Alfred 


Foltz-Wessinger, Inc. 


Foulke Agency 
Frank, Albert- 


Guenther Low, Inc 
Frey, Charles Daniel, 


Adv. Agency 
Freystad?, E. M., 
Assoc., Inc. 


Geare-Marston, Inc. 


Gibson, Geo. H., Co. 


Gordon, Phil, Agency 
Gray, Russell T., Inc. 


Griffith & Rowlang 


Griswold chi. 


Hall, Melvin F., 
Adv. Agency 

Hamilton Adv. . 
Agency, J. R. 

Hatch, Geo. E., 
Advertising 

Hozord Advertising 
Corp. 

Heer, Raymond, 
Adv. Agency 

Henri, Hurst & 
McDonald 





Co. 


MECHANICAL 


ENGINEERING 














Published monthly by Tut Amemcan Society or Mecnanicat Encuestas, 29 w est Thirty- ninth Street, Ses York 


To Industrial Manufacturers: 


Why do so many highly rated agencies place 
advertising in MECHANICAL ENGINEERING? 


Because of what 


EXPER IENCE 


has taught 


them . . about industrial markets, and 
the real buying factors. 


Mechanical Engineering provides effective 


approach 


in industrial purchases. 


to the men who rate high 


Pee id truly yours, 


rset bank Lash 


dvert 














2 ON 89 704A 
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Hickerson, J. M., Inc. - 
Hill, W. S., Co. 
Hinrichsen, Fred A., 
Adv. Agency 
Horton-Noyes Co. 
Hutchins Adv. Co. 


Ivey & Ellington, Inc. 
Jaqua Co. 

Jones, Dana, Co 
Jones, Ralph H., Co. 


Kennedy & Co. 
Ketchum, Macleod 
& Grove, inc. 
Kiesewetter, H. M., 

Adv. Agency 


* Kirkgasser-Drew, Inc.” 


Klau-Van Pietersom- 
Dunlap Associates, 
Inc. 

Kreicker & Meloan, Inc. 

Kudner, Arthur, Inc. 


Lewis, Addison & 
Associates Co. 


oe 
Levehin, &. 8. Gop, 


McCarty Co. 
McKinney, Harris D., 
Adv. 


McLain Organization 
Marschalk & Pratt Co. 
Meldrum & Fewsmith, 


Inc, 
Michel-Cather, Inc. 
Morgan Advertising 

Co. 

Moser & Cotins 


New York City Corp. 


Moss-Chase Co. 
Myers, Willard G., 
Adv. Agency 


Newell-Emmett Co. 


Paulson-Gerlach & 
Associates, Inc. 
Power Ad Co. 
Randall, Fred M., Co. 
Reach, Charles Dallas, 
Adv. Agency 
Renner Advertisers 
Rhea, Henryl, 
Adv. Agency . 
Rickard & Co., Inc. 


Roeding & Arnold, Inc. 
Rumrill, Charles L.,. 
& Co. 


Sanger, Alan Bridgman 
Steel, Frank, Assoc., 
Inc. 


Sykes Advertising 
Agency 

Symonds, Merrill, Adv. 
Service = 








Midwest Office: 205 West Wacker Drive, Chicago, Ill. 
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The FIRST Big 
Post-War Market 









































ITIES, Counties and States now are 
planning street, sewerage, highway, 
water works and airport projects that 
can be started immediately after victory 
—to provide employment while other in- 
dustries are changing back to peace-time 
production. 
Regardless of any Federal action, the HANDLE WITH CARE ! 
useful, needed public improvements be- 
ing planned by thousands of local com- 
munities will comprise your FIRST big Three of a sheet of four wall posters being issued by the WPB in the cutting tool con- 
post-war market. servation campaign now being conducted with the assistance of the National Industrial 
’ Advertisers Association. They are lithographed in red, blue, and black; each 13x19 inches 
Write for Folder 
PUBLIC WORKS covers this specialized 
engineering and construction market effec- : 
tively and economically. We can help you by organization members under the Discussions will be held on the so- 
Write for folder MS and tull informatio } er > -£ , , 
readings: Examples, listing specific cial considerations of the postwar pe- 
problems which are handled during riod, new product possibilities will be 
PUBLIC the year; “For Ad Men Only,” stress- presented, the disposition of govern 
ing the close community of interests ment owned plants and equipment, 
WORKS in the club; “No Outsiders”; “Small and facts regarding business and in- 
Groups,” enabling fuller exchange of dustry’s first postwar responsibility, 
310 E. 45th St. ideas; “Round Table Discussions,” furnishing full employment, will be 
New York 17, permitting complete coverage of a studied. Expectations upon reversion 
N. Y. given topic; “Leaders in Industrial Ad from a seller’s to a buyer’s market will 
Field,” association with men who have be viewed, and the answers to such 

CCA. established reputations; “Best Pooling questions as the after effect of war on 
of Minds in the Industrial Ad Indus- distribution, the effect on business, on 
try”; “Telephone Contacts,” cordial decentralization and relocation and 
bonds of interest between men in the the future possibilities of transporta- 
organization can be carried over into tion, will be considered. 

LINE OFFICE RS freedom of consultation on problems; In the spirit of codperation, the In- 
“Solely Industrial Advertising,” con- dustrial Marketers of Cleveland will 
centration of the club’s energies with- work as closely as possible in conjunc- 

in the production army in its own field; ““Member of National tion with the Committee for Eco- 

he For — that Group,” member of NIAA, and re- nomic Development and the Greater 

are the emen ‘ sults of efforts of research of each Cleveland Postwar Planning Council 
. . 

lar ge, decision-making 0 made ee e all chapters; The Cleveland chapter has proposed 

4 —" « rt - * , “ yf >a » - t 

group who will be the _ cal 83 a eh ae an amendment to its constitution to 

P ] a n t Su rintendents you, any c hapter membDer has access to provide for the office of associate vice- 

pe the meetings of any other chapter; d . aa alta TS 
Rr ‘ : ” president in view of the increase in it 
and Works Managers of The MAIA Members and What They inembership 

tomorrow Mean to You,” every member a man 

. - 
in the same line of work, making 
° . strictly confidential discussion possi- ? 
Build permanent buyingg | : Ontario Chapter Dratts 
e. 
: ; ; 1943-44 Program Outline 
habits and friendships The booklet is 5'2x6 inches in size, 
. . ih . f . : > <( " 
with these men today by printed on grey laid stock in black . The Industrial Advertisers A — 
. > i in 
usin g the pages of and rose. A supplement membership tion of Ontario has drafted a p! * 
SUPERVISION the roster was included in the mailing dicating the subjects with which 
es - > , > > 943-44 sea 
os miedo. chapter will deal in the 1943-44 se 
only magazine devoted son. The subjects include: 
exclusively to their ad- A series of talks on an industria 
: advertising manager’s job; his orgao 
vancement. Cleveland Industrial Marketers precy cbFe ; 
ization of staff, his duties, the scop 
To Study Postwar Problems ; oh be can 
of his work, his relations with tof 
To establish a program which will executives, his publishers, printers, ¢ 
provide jobs in civilian production as gravers and supply men. Laws ' a 
quickly as possible after hostilities advertising man should know: s‘atut 
cease, the Cleveland Industrial Mar- laws, copyright, libel, government 
95 Madison Ave keters have selected postwar planning regulations and orders. How or 
as the keynote of their 1943-44 ganize product demonstrations The 
et a, ae & , ; if 
season. distinction between an industri) 4¢§ 
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More than 80 per cent of HOSPITAL MAN.- 
AGEMENT?’S subscribers regularly route their 
copy to department heads. Why do they do it? 


Because HOSPITAL MANAGEMENT is edited 
by experts in each of the special fields the hospital 
embraces. Because it combines with this technical 
data an exclusive news service of interest to all 
hospital personnel. Because its editorial policies 
are the livest and most enterprising in the field. 
Hospital people throughout the country have ap- 
plauded and supported wholeheartedly HOSPITAL 
MANAGEMENT'S crusade challenging proposals 
in Washington to extend the social security program 
to include medical and hospital care. 


This is the sort of editing that gives HOSPITAL 
MANAGEMENT impact each time an issue appears. 
It is the sort of editing that has produced a 30 per 
cent gain in advertising volume for the first six 
months of 1943: the sort of editing that is produc- 
ing steady gains in circulation every month. 


To you it means an opportunity to create an im- 
mediate, and a vast post-war market. 


x «kw k 


Three-dimensional circulation produces results in 
he hospital market, as users of HOSPITAL MAN. 
GEMENT know. Mere coverage by length and 


HOSPITAL 
MANAGEMENT 


The only Hospital publication which 


is a member of both the ABC & ABP 


330 W. 42nd St. 
NEW YORK, 18 


0 E. Ohio Street 
CHICAGO, 11 




















breadth, without the weight and movement provided 
by a vigorous, progressive editorial concept, is 
not enough. 


For hospitals are big organizations, with staffs of 
specialists whose opinions and advice must be 
sought by the superintendent. For real results you 
must sell these technicians at the same time you 
influence the top executive staff favorably. Tech- 
nicians can explain their reasons for wanting your 
products as clearly as your own salesmen would 
do it. 


















Reaching more top executives 
of coal mining, coal selling 
and coal conveying concerns 


than any other coal trade 
publication. 
NEW YORK 
Whitehall Bidg. 
CHICAGO 





Manhattan Bldg. 


For over SO years the leading 
journal of the coal industry 








~ Each enjoy 
High Priority 
Ratings 


WHAT'S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-~Wacker Bidg. Chicago, Ill, 
BUSINESS PAPERS « FARM PAPERS 
GENERAL MAGAZINES 





vertiser and others. What the adver- 
tising manager expects of his associa- 
tions, what clubs or associations he 
should belong to. 

The peculiar functions of NIAA, 
ACA, and Sales Club. 


Analysis of What the adver- 


Advertising 
media. 
thinks of 


tising manager 


What agencies think of 


expects or 
his agencies. 
the advertising manager. The problems 
of mailing lists, how to get them, how 
to use them, how to keep them up- 
The 


pany magazine. The advertising man- 


to-date. house organ or com- 


ager and personnel work. 

How to plan a completely rounded 
out industrial advertising campaign. 
A forum showing the discussion of a 


specific industrial advertising problem 


of the advertising manager, agency 
executive, printer, publisher and en- 
graver. Postwar planning to deal 
with limited subjects. How to get 
good industrial photographs. 
New Jersey Chapter 
Appoints Committees 

The Industrial Marketers of New 


Jersey have selected the following op- 


erating committees for the 1943-44 








Latest 





———- Whe 
Mc GRAW-HILL 


DIRECT MAIL LIST SERVICE 












| How to Use a ““Bomb-Sight”’ 
in Your Industrial Direct Mail 


Most industrial mailing lists are far off their normal 


BK standard of accuracy. New men, new companies, new 
or different 

raised hob with the 4 

One DEPENDABLE wartime is McGraw-Hill. 
McGraw-Hill Industrial Lists not only are still gquar- 
anteed 98 per cent accurate, 
tensive coverage of today’s purchase-controlling exec- 
utives and technicians than ever before. 
Increasingly, industrial advertisers are using McGraw- 
Hill lists as a direct mail “bomb-sight’” to reach the 
markets in which they are most 
McGraw-Hill list 
upon request. 


McGraw-Hill Publishing Company, Inc. 


330 West 42nd Street 


products, changed responsibilities have 


“old reliables’ of other years. 


source is 


but offer you more in- 


interested. 
counts and data are yours 
Write today. 


DIRECT MAIL DIVISION 





New York 18, New York 
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_ THE CENTRAL WEST 


CHICAGO JOURNAL OF COMMERCE 


12 EAST GRAND AVE., CHICAGO 
120 BROADWAY, NEW YORK 
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season: Program and reception: Ed- 
ward J. Pechin, advertising manager, 
E. I. du Pont de Nemours Company, 
plastics department, chairman; How- 
ard Ely, Industrial Equipment News 
co-chairman; membership: John E 


Maczko, 
chairman; Charles Dallas Reach, pres 


Eclipse Aviation Division 


ident, Charles Dallas Reach Company 


co-chairman; attendance promotion 


Alfred S. Otton, advertising manager, 
Robins Conveyors Company, chair 
man; Arthur C. Skoler, president, Ar 
Sign & Display Company and Jacob 
S. Lasky, Lasky Printing Company, 
co-cl 


1airmen; employment: Louis | 


Perrottet, the Gage Publishing Com 


pany, chairman; house committee: 
Arthur Maroldi, representative, Ho- 
ran Engraving Company, chairman; 
regional development: L. J. Dillon, 
Newsweek, chairman; Fay  Keyler, 
vice-president, O. S. Tyson & Co., 


co-chairman; professional _develop- 


ment: Samuel E. Gold, sales and ad 


vertising manager, Lignum-Vitac 
Products Corporation, chairman; pub 
licity: Henrietta B. Stern, advertising 
manager, Eclipse Air Brush Company 
chairman, with Sickles Photo-Report 


ing Service handling photographs. 


Eastern Industrial Advertisers 
Committee Chairmen Appointed 


Committee chairmen of Eastern In- 
dustrial Advertisers, Philadelphia, for 
1943-44 
nounced by President Graham Rohrer 
H. Peplow, 
Jr., John A. Roeblings Sons Company; 
James M. 
Leeds & Northrup Company; by-laws 
revision, W. R. Kort Kamp, Dill & 
Collins; attendance promotion, A. O. 
Witt, Schramm, Inc., publicity, W. F. 
Buehl, McGraw-Hill Publishing Com- 
pany; employment, Jack R. Aldrich, 
Architectural Forum; John 
Pfeffer, L. H. 
membership, H. W. 


the season, have been in- 


as follows: Program, E. 


publications, Plummer, 


exhibit, 
Gilmer Company; 
W eihenmayer 
Jr., L. H. Gilmer Company. 

Albert E. Aldridge Jr., Sun Oil 
Company, is acting as liaison director 
between EIA and the Franklin Insti- 
tute, Philadelphia, in a plan by the 


institute to invite members of EIA 
to take part in photographic show- 
ings of industrial products and their 
application in war plants in America. 
The Institute hopes to show the pub- 
lic in general how companies are help- 


ing to speed the production of ma 
terials that will help win the wat 
This type of exhibit also suggests © 


other manufacturers ways and means 
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izing the coverage and editorial influence of 


Market and media data side by side make 
a combination that is saving time in thousands 
of advertising departments and agencies. 
Because the Market Data Book is both au- 
thentic and complete, make it a rule not only 
to refer first to it for information, but also to 
see that it is constantly accessible to all in 
your organization who have to work with 
facts and figures on markets and media. 


NEW YORK 
330 W. 42nd Street 





Propucts FINISHING 

PURCHASING 

RatLway Ace 

RaILway ELectricaL ENGINEER 

RaILway ENGINEERING AND MAINTENANCE 
RatiLway MBCHANICAL ENGINEER 
RAILWAY PURCHASES AND STORES 


: 

0) A d Tii D Tmenk q 
of reaching a specific market, you will find 

the answer in the Market Data Book, just as these publications. 
Mr. Holl does. Much of the information con- 

tained in its 400-plus pages is not available 

elsewhere in any form. 

For instance, additional media data on some 

150 publications serving a cross section of all 

American industry, are filed by leading indus- 

trial publishers. Supplementing the text, they 

assist advertisers and their agencies in visual- 

CHICAGO LOS ANGELES SAN FRANCISCO 

100 E. Ohio Street e Simpson-Reilly, Ltd. Simpson-Reilly, Ltd. e 

Garfield Building Russ Building 

EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS 
AND W Keeney PUBLISHING COMPANY 
ity Metat Trapve MACHINE DgsIGN 

StL Power MACHINERY 
bce Reports MANUFACTURING CONFECTIONER 

MESTIC ENGINEERING MARINE ENGINEERING CATALOG 

MESTIC ENGINEERING CaTALoG Directory MARINE ENGINEERING AND SHIPPING REVIEW 

CTRICAL Buyers REFERENCE McGraw-HiL_ PuBLISHING CoMPANY 

TRICAL CONTRACTING Meat Packers Guipe 








CTRICAL SOUTH 


CTRICAL WorLD MECHANIZATION 

“TRONICS METALS AND ALLOYS 

TALLER Mecanico MopERNO Meta INpustries CATALOG 
INEERING AND MINING JOURNAL MerTAL Procress 

NEERING News RecorRD MiLK PLANT MONTHLY 


TORY MANAGEMENT AND MAINTENANCE 
MACEUTICO. EI 

M IMPLewent News 

E ENcin: NG 

ET Own 

© INDUs s 


Mirt & Factory 
Mitt SuppP.iss 


MoperN PACKAGING 
Mopern PLastIics 


MECHANICAL ENGINEERING 


MINING AND METALLURGY 
Mopern MAcuHIne SHop 


RaILway SIGNALING 

REFINERY CATALOG 

REINHOLD PUBLISHING COMPANY 

ROADS AND STREETS 

Rock Propucts 

Screw MAcHINe ENGINEERING 

Sewace Works ENGINEERING 

SIMMONS-BOARDMAN PUBLISHING 
CORPORATION 

SmitH Pustications, W. R. C. 

SOUTHERN AUTOMOTIVE JOURNAL 

SOUTHERN HARDWARE 


NDRY, T 

Pr BI IONS 

DNER Pr ATIONS, INC. 
LETTE PuntisHinG COMPANY 


LP Pusuisiiinc CoMPANY 
DWARE A 


TING, Pry 



















RNAL OF A 


RICAN Water Works 
SSOCIATIO: . 


MorTorsHiP AND Dieset BoaTING 

NATIONAL PROVISIONER 

New EourpmMent Dicest 

Oricina MBCANICA MopeRNA 

Om WeekLy 

Overseas Buyers’ Guipg ror AUTOMOTIVE 


TINc & \ & Air ConpditTIoniInG DisTRIBUTORS 
A NTILATING PAPER AND PuLp Mitt CaTALocue 
rrmas + A\CHINE Toot Biuge Boox PAPER INDUSTRY AND Paper Wor.Lp 
USTRIAL AS \GEMENT PENTON PUBLISHING COMPANY 
UsTaL : ENGINEERING CHEMISTRY PETROLEUM REFINER 
USTRUL F IPMENT News Pir & Quarry 
Uma Ho NG Pir & Quarry HANDBOOK 

srt Mi ING PLANT Propuction Directory 

StRy Ae SAR KETING Power 

rim I. )WER Power PLANT ENGINEERING 

ion RNACIONAL Powers’ Roap aNp Street CaTaLoc 


PRACTICAL BUILDER 
Proceepincs or I.R.E. 
Propuct ENGINEERING 
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SOUTHERN Power AND INDUSTRY 

STEEL 

Sweer’s CaTatoc Fite ror THE BUILDING 
MARKET 

Sweet’s CaTaLtoc Fite, ENGINEERING 

Sweer’s CaTtaLoc FILe ror THE 
MECHANICAL INDUSTRIES 

Sweer’s Catatoc Firs ror Power PLANTS 

Sweer’s CaTaLoc Fics ror THE Process 
INDUSTRIES 

Sweert’s CaTaLoc Fie ror Propuct 
DESIGNERS 

Tuomas’ Recister or AMERICAN 
MANUPACTURERS 

Toot anp Dir JouRNAL 

Toot ENGINEER 

Water Works ENGINEERING 

WELDING ENGINEER 

Western Newsparer UNION 

Woop Propucts 

YACHTING 
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coverage of ports, 
shippers, exporters, 
importers .. . 

* World Ports magazine will publish 


its Association of American Port 
Authorities convention number No 


vember 1. This will be the new, en- 
larged, editorially unique edition, offer 
ing you effective coverage of 
10,000 port authorities, port terminal 
operators, terminal engineering com- 
panies, stevedoring companies, dredg 
ing companies, tug boat companies, 
steamship lines, shippers, exporters, 
freight forwarders, and users of coastal 
and inland waterways. For complete 
details or reservation of space, write 
or wire 


WORLD PORTS 


Association of American Port 
Authorities Official Organ 


418 SOUTH MARKET STREET 
CHICAGO 7, ILLINOIS 


DO YOU KNOW 


What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 

MEDICAL JOURNALS 

POPULAR MAGAZINES 

WOMEN’S MAGAZINES 

JOURNALS OF ALL SORTS 
are saying about you, your 


company, your products, your 
competitors, their products? 


most 








We can tell you. 
because 


We Clip Magazines— 


some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently — 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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Spencer Irwin, foreign news editor, Cleve- 
land Plain Dealer, left, answers a few special 
questions for Joe Craig and Ed Falcon of 
Warner & Swasey Co., before addressing In- 
dustrial Marketers of Cleveland last month 


by which they may convert their 
publicity to the most useful type of 
war work. 


EIA 


cent gain in members since last Sep- 


has shown a thirty-five per 


tember with over forty new members. 


As a means of further service, the 


chapter has joined forces with the 


Richard Club War 


Service Committee, which is engaged 


Poor sponsored 
in helping with many different types 


of war problems. Graham Rohrer, 
Baldwin-Hill Company, and Roy Gar- 
retson, Leeds & Northrup Company, 
represent EIA on the general com- 


mittee. 


Cleveland Marketers Hear 
Talk on Peace Fundamentals 


International assembly of all nations 
after the war, a court of international 
law, and police power to enforce that 
court’s judgment, are three essentials 
for the foundation of a lasting peace, 
the Industrial Marketers of Cleveland 
were told by Spencer D. Irwin, guest 
speaker at the first meeting of the 
chapter’s 1943-44 season last month. 
Mr. 
eign affairs columnist of the Cleveland 
Plain Dealer, 


broadcast daily to 


Irwin, associate editor and for- 


whose editorials are 


A XiS-OCC upied 


Europe by OWI, discussed ‘Today’s 


Battle For Tomorrow,” which ex- 


tended into a question and answer 


period. He pointed out the closely- 


knit relationship of present day mil- 
and activity and its 


itary political 


effect on future economic develop- 


ments in a world no farther than 
sixty hours from Cleveland airport at 
its extremes. 


The IMC 


outlined a 


program commiuttec has 


series Of meetings for the 


current season which will be devoted 


to postw ir problems. 
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American Steel & 
Wilmer H. 


Wilmer H. Cordes Heads New 


Cx rdes, 


Wire Division 


advertising ma 


ager, American Stee! & Wire Compan 





W. H. CORDES use o! substitute ma 
teriais and new 
plication of old one 

In addition, it will explore ideas 
new products and possible new uses 
normal products. Also to be consider 
is the possible need for altered distril 
tion and merchandising methods in _ the 
face of changes in existing practices. T 
new division will aid in formulating 
recommending plans and programs 
the new market era 
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Hold Boston Conference 
On Distribution, Oct. 18-19 
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will be held Oct. 18-19. The conference 
sponsored by the Retail Trade Roar 
Boston Chamber of Commerce in <¢ 


operation with Harvard University grad 
uate school of business administration an 
Massachusetts Institute of Technolog) 
has adopted the postwar topic for t! 


program 
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I's good sense to spend a few cents to reach your customers and prospects 
regularly, whether or not you have any goods to sell. If you have any 
marketable merchandise let printing do your missionary work. If you 
haven’, certainly you want to keep your name alive and maintain good 
will for the future. You can do the latter by tying in with one of the many 


jervernment projects. Your printer or lithographer has the answers; consult 


Shim now so he can show vou how a job can be done for you and the U.S. A. 
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PRINT THE WAY TO VICTORY! 
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100 SIXTH AVENUE, NEW YORK, 
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- General Printing Ink Corp of Canada, Ltd 


- Sigmund Ullman Co 


ESN 


- Sun Chemical & Color Co 


- Rutherford Machinery Co 


- Rotogravure 


- Geo. H. Morrill Co 


* & & AK GENERAL PRINTING INK CORPORATION 


General Industrial Finishes 


America® Printing Ink Co - Chemical Color & Supply Co - Eagle Printing Ink-Co - Export - The Fuchs & Lang Mfg Co - 





| OPPORTUNITY 
FOR INDUSTRIAL 


COPYWRITER 


HIS is an opening for a man who can 

be happy away from the big city— 
happy with a going agency that success- 
fully grew against the Depression trend, 
is busier today than ever before, and 
looks forward to a most encouraging post 
war future 





The job is permanent. The income will 
allow a man and his family to live com- 
fortably in the medium size Pennsylvania 
city (125 miles from New York). There will 
be ample opportunity for him to demon 
strate his initiative ability, and productiv- 
ity, and to advance in proportion to the 
success of his efforts 


He must be a copywriter at heart—able 
to take tool steel, special alloys, hydraulic 
presses, power transmission equipment, 
etc., and clearly interpret their advantages 
and benefits to the industrial user. He 
must be a prolific producer of straight- 
thinking “‘reason why’ copy for publica- 
tion advertising, direct mail, booklets, etc 
But he won't be tied to a chair—contacts 
with clients will give him an opportunity 
to get out and ‘absorb 


lf the idea of settling down in a con 
genial Pennsylvania community, and work 
ing with a young, aggressive organization 
appeals to you, write us in confidence 
about your training, experience, and draft 
status A interview will be 
arranged 


persona! 


Address Box 24! 
INDUSTRIAL MARKETING, 100 E. Ohio St 
Chicago I, Ill 
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=TESTED METHODS FOR 
ADVERTISERS SPENDING 
$1000 to $20,000 YEARLY 
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MARTIN ADVERTISING AGENCY 


I171Y Madison Ave., New York, Le 2-7358 














Milestones 


in Publishing 


In order to allocate advertisine space in 
1944 as equitably as possible in view of 
paper limitations, Business Week has asked 
its advertisers and prospects to estimate as 
closely as practicable their space require 
ments for next year. If some definite idea 
of the amount of space that may he wanted 
is not available at this time, advertisers 
then are asked to indicate whether they 
I] Advertisers 
and agencies have been very cooperative 
in this matter, and agencies also report that 
clients are appreciative of the need for 
formulating 1944 programs as early as pos 








| 
“ want any space at all 


1 
Ky 


‘ 
e 
As an added service to its Brad-Vern 
Reports of space used in business papers 


by advertisers, Printers’ Ink is establishing 
the Brad-Vern Library of Business Papers 
of over 300 publications which will be 
ivailable for reference at 205 East 42nd 
St.. New York. Files of some publications 


two or three years will be available 
e 

lr in eflort to make available as many 
idle marine engines as possible for war 
ervice, Yachting is conducting an editorial 
impaig t induce yachtsmen who may 
ot he using their boats at this time to sell 
builders and dealers for 


boats and for the fishing fleet 


The idea 
cepted in the industry, 


which badly needs replacements 
is been widely a 
ind some el! Ine manutacturers are using 
part of their advertising space in the pub 


ition ¢t 1idvance the project 


To better designate its editorial service, 


Revieu has been 


To show if detail various processes em 
t | food, Food In 


epared a series of full color 


sroduction ¢ 


ovies with the cooperation of several na 

tional food producers and distributors. The 

presentation was released last month to 

groups in individual companies throughout 
ne country 
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At the request of the American Associa 
of Port Authorities, the Trafhe Serv 
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Write for complete details—rate card, etc. 


TELEPHONE ENGINEER & MANAGEMENT 


7720 SHERIDAN ROAD 
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ice Corporation, publisher of Trafic 
World, has taken over the publication of 
World Ports, its official organ. Formerly 
issued monthly as a magazine, World 
Ports will be published as an annual in 
November, with monthly supplementa y 
news bulletins issued the remaining eleven 
months of the year 





In answer to an increasing call from it 
readers for information on current stand 
ard products as well as postwar product 
that may fit their own postwar product on 
plans, Industrial Equipment News is estab 
lishing a new product reference file. To 
facilitate the gathering of this information, 
confidential questionnaires have been sent 
to manufacturers of all types of industrial 
products 











Petroleum World and Petroleum Reg 
ister, Los Angeles, will be managed in the 


future by Rex W. Wadman 


Employe Publications Plan 
Safety Congress Program, Oct. 5-6 


The employe publications section of the 
Thirty-second National Safety Congress 
headed by Chairman Sadie Rodgers, editor 





of “Alfi News,” State Farm Insurance 
Companies, Bloomington, IIl., has invited 
all industrial editors, industrial relations 
managers, personnel directors, and safet 


engineers to attend the two-day meetir 
to be held at the Morrison Hotel, Chi 
cago, Oct. 5 and 6 

With the importance of safety increased 
during time of war the program contains 
working editors, who are all-out for the 
safety promotional idea: Ralph J. Lewis 
editor, “News and Views,” Caterpillar 
Tractor Company, winner of the Cros 
of Honor in National Flag Association’ 
contest Catherine Cole, editor. ‘ Beech 
Log,’ Beech Aircraft Corporation, wi 








discuss safety as it applies to wome 
working on the war production tront 
Robert ] Mattox, editor, “Life Wit 
Liberty,” Liberty Mutual Insurance Com 





pany, innovator of the 7th column safety 
promotion idea; Ruth MacKay, columnist, 
Chicago Tribune, “White Collar Gil” 
Hal Taylor, editor, publisher, writer, “Jus 
Off the Press,” Mid-West Publishing Com 
pany: Alice Plough, University Litho 
printer; Frances Swadner, A. B. Dic 
Company; Walt Ditzen, cartoonist of Na 
tional Safety Council; Frank W. Love 
joy, sales development manager, Soconj 
Vacuum, will discuss postwar expectations 
of the industrial editor: and a_ speaker 
from Washington will interpret the serv 
ices available to industrial editors by vat 
ous governmental agencies 
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Selecting An Agency 







and how they propose to carry ow 


the program. In other words, thet 







ideas for solving your problems. 
Select the agency which shows 


best grasp of your problems and 







most original ideas for their solutw# 





You will be choosing an advertisim 
agency you are reasonably sure wil 
be able to help you improve the po 
tion of your company in the indust] 






of which it is a part. 





